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Ia thea COOKE ,,, an ELECTRICAL MERCHANDISING exclusive @ 
HOW LONG DOES A REFRIGERATOR LAST? 


a unique chart which tells you quickly just how old the refrigerators in your customer's homes really are... page 56 


«HOW TO LET THE CABINET SELL THE SET 


five pages of invaluable advice designed to help you sell the fine cabinetry built into the new lines . . . page 51 


Aud just in time for baseball’s annual fall classic . . . page 65 
7 WAYS TO CASH IN ON THE WORLD SERIES 





SPEED QUEEN 


Introducing —new conditioning center. 
BLEACH can be added automatically to 
wash water. Liquid or powder. 
SOFTENERS or BLUING can be added 
automatically to rinse water. 
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SPEED QUEEN 

A Division of 
McGrow-Edison Company 
‘ Rinon, Wisconsin 


DUAL CYCLE 
DRYER 


“SPEED-DRY” 


For average-size loads 





and average fabrics 
Dryer stops at proper 
time to avoid over 
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TIME CYCLE 
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selects de 


For heavy 


Operator 


sired time 
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Washer Tub and ag Drum 


Matching dryers in both electric and gas. 





SPOTLITE. --@ quick look at what's going on 


SEPTEMBER 1, 1959 


There's no doubt that retailers and manu- previous high month..,And Norge sales to 
facturers feel good about today's economy. distributors reached an all-time July peak, 
And now comes word that the consumer, too, is moving 23 percent ahead of the 1958 month. 
feeling more optimistic. The latest findings Switching to industry figures, Norge presi- 
in the continuing survey of consumer atti- dent Jud Sayre predicted that industry sales 
tudes by the University of Michigan's Sur- of washers and dryers would top 2.6 million 
‘vey Research Center show that people feel units during the final six months, enough 
better off financially and have less fear of so that home laundry will make up 40 percent 
unemployment. Better yet, the consumer is of total industry sales of white goods... 
planning on spending some of this money. The Right up top among pace- setting appliances 
survey indicates that a far larger number of was a brand new one, the combination washer. 
people are thinking of buying major appli- AHLMA reports for the first seven months 
ances than a year ago (page 32)... indicate that 97,000 combos were shipped, 

All of this confidence is being mirrored a gain of 33 percent over the 73,000 shipped 
in reports from various elements within the in the same period in 1958. For a complete 
industry. Our own ''How's Business" tabula- rundown on what's been happening in the com- 
tion (page 22) indicates steadily improving bo field, don't miss ''Stop Knocking the 
retail sales in a number of key markets. And Combo" on page 62 of this issue. 
manufacturer after manufacturer is providing A prediction of continuing good business 
still further proof that the industry is en- in TV was offered dealers last month as the 
joying a real boom. Hoffman Electronics Corp., Electronic Industries Assn. mailed out pro- 
for instance, reports that factory shipments motional material designed to call the pub- 
of TV receivers for June and July were two lic's attention to the new shows scheduled 
and a half times greater than for the same for this fall. The month long (August 15 to 
two months a year ago... And RCA Victor September 15) campaign will be built around 
cut its usual two week vacation shutdown in the slogan: ''Coming---The Finest Shows of All 
half in an attempt to whittle down heavy on TV This Fall." EIA vice-president James 
backorders on TV, radio and stereo. July TV Secrest told dealers in an accompanying let- 
shipments were 65 percent ahead of last year ter that there is "every indication that the 
and transistor radios were up 60 percent coming months will prove to be one of the 

. After several disappointing summers, greatest buying periods in history."’... 
the air conditioning industry found suddenly One of the best programs of all, the World 
that it, too, had something to boast about. Series, is little more than a month away. 
Amana, which normally shuts down its air No longer the tremendous business builder 
conditioner production line on July 1, de- it was in TV's infancy, the Series telecast 
cided to continue production "at least is still one of the year's best opportunities 
through September, and possibly longer. '' On for local promotions. On page 65 of this 
an overall basis the company reported a 60 issue you'll find seven ideas on how you 
percent increase in sales for the first half can tie-in with the Series... 
of the year... Meantime, Fedders reported And just ahead, also, is the Christmas 
that air conditioner shipments at both the gift business. For the electric housewares 
factory and wholesale level had set all-time industry this holiday business has grown 
records for the month of July. July distri- steadily more important. And, thanks to a 
butor movement was 71 percent ahead of last variety of industry-wide promotions, the 
year and for the 11-month fiscal period dis- Christmas season has now assumed new impor- 
tributors had shipped nine percent more air tance for even the major appliance industry. 
conditioners than in 1958...In white goods, In recognition of this, ELECTRICAL MER- 
too, there was good news. Frigidaire says CHANDISING next month will publish its an- 
that July was the biggest sales month in nual Special Report on Christmas Merchan- 
its history, running eight percent above the dising. Don't miss it.. 
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GREAT ROUND - UP OF 
TRADE-/NS AND 


SEPT, 25— ip 


y\ ANOTHER WESTINGHOUSE 
LUCILLE BALL-DESI ARNAZ SHOW 


Be sure to see “Milton Berle Hides Out at the Ricardos” with guest 
star MILTON BERLE. Followed every Friday by Westinghouse Desilu 
Playhouse. CBS-TV. 


KEY CITY NEWSPAPER ADVERTISEMENTS 
LOCAL DEALER PROMOTIONS 


Window and Store Trim +» Newspaper Advertisements + Radio Spots 








TERRIFIC TRAFFIC BUILDER! 


Westinghouse NEW SHAPE 
EVE SAVING WHITE BULB 


y that's sure to pull the customers in for a demonstration WESTINGHOUSE NEW SHAPE 
nec arash uae Na EYE SAVING WHITE BULB 

Come in and watch a Westinghouse 

demonstration and we'll give you this 


revolutionary new glare-free light bulb! 
So easy on the eyes! No obligation. 























(OAS? Another example of OAS in action! 
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of what your customers are looking for! 
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VALUES... FEATURING 
SPEC/AL PROMOTIONS! 


There's room on the Circle (Ww) Round-up crew for more forward-looking hands. If you'd like to sign up, 


call your Westinghouse Circle (Ww) Distributor right away. col Talal 
Zi 

New Git le (W) 13 cu. ft. ” - 

a 1. estinghouse 

REFRI ERATOR- FREEZER 
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DISHWASHER with exclusive 
Hot Water Booster 

















L-120M w 
New Circle = Multi-Speed 
8-cycle LAUNDROMAT 
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BMS-30 
New Fully Automatic Circle (w 
SPEED ELECTRIC RANGE ~ 


you CAN BE SURE...IF os Westi nghouse €: Cy 


Westinghouse Electric Corporation, Sion, Uaiet Pe Appliance Division, Mansfield, Ohio eorce™ 
WATCH “WESTINGHOUSE LUCILLE BALL-DESI ARNAZ SHOWS” CBS-TV FRIDAYS STARTING SEPT. 25 
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With the choice 
| want to see the pushbutton of 28 front panels to 
dishwasher | read about match our cabinets. 
in House & Garden. 


That can now wash pots and pans 
and plastic dishes. 





With the 


That holds 
air conditioned drying. 


enough dishes for 
a whole party 
all at once. 


That's 
so quiet | can 
snooze in peace. 


ps” SP 
ve Lao Varo 


Just a minute—there’s only one dishwasher in America that does ali that—the 

new 1959 WASTE KING with Magi-matic cycle selection—there‘s nothing else 
on the market like it. 
It's built by the same people who produce 
the WASTE KING line of fastest, quietest, 
highest quality garbage disposers 

—not only you, but 33 million others 
have also seen WASTE KING ads in 
Living, House & Garden, House 
Beautiful and American Home. 


¥ 
4 








Would your family like to see the 


WASTE KING 


demonstrated—? 


What family, | never saw those 
people before in my life. 





~~ 
WASTE KING CORP. 


3300 East 50th Street 
Los Angeles 58 
California 
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Spotlite ...a quick look at what’s going on 

Trends... the national picture 

Trends... region by region 

How’s Business . . . retail sales at a glance 

Stock Market Report... the industry on Wall Street 

ECONOMIC CURRENTS: Consumers Think Boom Will 
Continue in 1960 

MORT FARR SAYS: What Must a Dealer Do to Sell Color TV? 


How to Let the Cabinet Sell the Set JAMES J. CASSIDY 
How Long Does a Refrigerator Last? 
They Made Wash and Wear a City-Wide 

Promotion HOWARD J. EMERSON 
You Charge Too Much for Service PERCY T. BROCK WELL 
Stop Knocking the Combos! KEN WARNER 
Can the Appliance Dealer Sell Lighting? JOHN DECKER 
Seven Ways to Cash In on the World Series 
Look What Service Did for This Dealer 
Idea Digest 
Merchandise Your Promotions 
This Dealer Helps Builders Get Kitchen Business 
How to Sell Housewares at List 


News at a Glance 

People in the News 

New Products 

The Dealer Goes to School 


Editorial: Newspapers... Your Christmas Allies 
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You are paying for Trade-Wind quality 





THE BUDGET-PRICED 


Frade trad 


PATRICIAN for 1960 


price this is a Trade-Wind que 
| STUDY THESE QUALITY FEATURES: me 
his is “Packaged” ventilation, Comes to you com- 
ste with pre-wired hood, fan, 
_ lifetime ‘lubricated motor, filter — 
_ & grille for quick installation. 
» Quiet, high pressure Trade- 
_ Wind axial flow fan forces out 
_ the air against the toughest 
a ; static resistance. 
‘Push-button control — 2 ventilator speeds and 
© on/off light switch. | 
’ Fully enclosed under-hood light with removable 
Alba-lite window. 


> lifetime finishes — beautiful coppertone or 


satin chrome, 


a 


The PATRICIAN 


surprising in price as it is in quality 


(2 7) oC 
a Frade sad! DIVISION OF ROBBINS & MYERS, 


7755 Paramount Place, Dept. EM, Pico Rivera, California 
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Let Gas Ranges 
of GOLD STAR quality 


make money 
for YOU, too/ 


The trend continues. Gas range sales are still on 
the rise all across the nation. As indicated by 
latest figures released, the Gold Star promotion 
has substantially increased sales of Gas ranges in 
market after market. What this means to you—the Gas range dealer 
and salesman—is self-evident: Gas ranges built to Gold Star 
standards are making money for everyone. If you haven’t yet made 
the Gold Star a part of your operation—do it right away. Then you, 
too, will sell more Gas ranges, ring more cash registers, make more 
money for yourself! 


AMERICAN GAS ASSOCIATION 


There are more than 28 reasons— 28 advances 
in performance, automation and design—that 
make Gas ranges built to Gold Star Standards 
your big-money ranges of 1959! 


SHOW OFF 


The GOLD STAR AWARD for 


a big profit PAY-OFF 
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Look to these names 

for ranges built to 

GOLD STAR standards 

BROWN FEATURAMIC e CALORIC e CROWN 
DIXIE e GAFFERS & SATTLER e GLENWOOD 
HARDWICK e KENMORE e MAGIC CHEF 
MODERN MAID e MONARCH e NORGE 
O'KEEFE & MERRITT e REAL HOST 

RCA WHIRLPOOL e ROPER e SUNRAY e TAPPAN 
THE BOSTON STOVE COMPANY e UNIVERSAL 
VESTA e WEDGEWOOD-HOLLY e WELBILT 
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“THE HONEST 
THING TO DO 


says |I|ME 


of the 
Replacement Program 


For months the Hotpoint Washer Replacement Pro- 
gram has received acclaim from consumers, dealers 
and distributors all across the country. And this week, 
the program was acknowledged in the pages of TIME, 
The Weekly Newsmagazine. The publication’s 2,350,000 
readers learned that Hotpoint “decided to do the only 
honorable thing: repair and replace some 40,000 ailing 


machines that had brought complaints from owners.” 


HOTPOINT DEALERS’ 


THE WEEKLY NEWSMAGAZINE 


AUGUST 3, 1959 


Washer 


Hotpoint’s unprecedented action has resulted in an 
outstanding measure of good will for Hotpoint dealers 
everywhere...good will that has generated a new stand- 
ard of consumer confidence in all Hotpoint products. 
And, the performance of the 1959 Hotpoint line has 
proved this confidence justified. Service calls are at an 
all-time low, satisfaction at an all-time high. Sell 


Hotpoint quality and you sell customer satisfaction. 


PROFIT OPPORTUNITIES 


ARE GREATER THAN EVER BEFORE...IF YOU’RE 
NOT A HOTPOINT DEALER, YOU SHOULD BEI 


LOOK FOR THAT 


aN 


Z2ihs 
Zum ama 


Cormier” 


DIFFERENCE! ( your Customers do!) 


A Division of General Electric Company, Chicago 44, Iilinois 


ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * CUSTOMLINE® 
DISHWASHERS + DISPOSALLS® * WATER HEATERS * FOOD FREEZERS «+ AIR CONDITIONERS 


PAGE 8 
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QUICK-CHECK OF BUSINESS 


LATEST 
MONTH 


FACTORY SALES _—s_, 
oppiance-tedie: TV index (1 a 949=100) 


ae nent eR A A i A SCO AE 


RETAIL SALES me 
total 6 billions) ‘ 
DEPARTMENT STORE SALES 147 
index alittle 
~ CONSUMER DEBT 
owed to applidnce-radio-TV dealers is roiltion} 
FAILURES 
of appliance-radio-TV dealers 
HOUSING STARTS 
(thousands) ; 
‘AUTO OUTPUT 
(thousen ds) 555.4 


349 


3] 


DISPOSABLE INCOME 


coment rate ($ bition. 


335.3 


‘LIVING Costs, 
a a mt _e 1 OO} ; 


CONSUMER SAVINGS 


enewel rate is bitions| - 


UNEMPLOYMENT 


(thousands) 


23.8 


3,744 


3,982 5,294 


PRECEDING 
MONTH 


YEAR AGO THE YEAR SO FAR 


31.3% up 
(6 Mos. 1959) 


9.5% up 
(6 Mos. 1959) 


7.3% up 
(7 Mos. 1959) 


168 131 
18.2 16.6 


144 140 


1.2% more 
349 339 (6 Mos. 1959) 


25.4% less 
(7 Mos. 1959) 


27.6% up 
(7 Mos. 1959) 


49.8% up 
(7 Mos. 1959) 


6.3% up 
(2nd Quar. 1959) 


6% up 
(6 Mos. 1959) 


35 33 
136.0 112.8 
558.0 321.0 
327.4 312.9 


124.0 123.7 


5.3% up 
(2nd Quar. 1959) 


19.8% down 
(7 Mos. 1959) 


23.5 22.0 


(Sources, in order: FRB, Dept. of Commerce, FRB, FRB, Dun & Bradstreet, Bur. Labor Statistics, Ward's Auto 
Reports, Dept. of Commerce, BLS, Council Econ. Advisors, Census Bureau) (*New Series) 


There’s no doubt about it—right now the appliance indus- 
try is riding the crest of a boom. 

3ut the industry isn’t growing— it’s shrinking. 

That was the warning sounded two weeks ago to the an- 
nual NARDA Institute of Management in Washington by 
Westinghouse vice-president John Craig. 

Five years ago, said Craig, appliance sales represented 
0.96 percent of Gross National Product. This year it will be 
.81 percent. Five years ago appliance retail sales took 2.30 
percent of discretionary income. This year the take will be 
1.96 percent—a drop of 14 percent, even though sales dur- 
ing that time have gone up 11 percent. 

Putting it another way, Craig estimated that if we were 
to get the same share of the consumer dollar in 1959 that 
we did five years ago we could double the sale of clothes 
dryers and electric ranges ... or sell two million addi- 
tional refrigerators. 

While admitting that the growth of the leisure time in- 
dustry has been responsible to some degree for money being 
channeled away from the appliance industry, Craig went 
on to point out that the industry itself is partially responsi- 
ble. Overemphasis on price has confused the customer and 
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demoralized the industry, and poor service has also discour- 
aged the consumer. 

As a solution Craig urged the industry (and retailers in 
particular) to begin selling product rather than price and 
to take every move possible to improve service facilities. 

* 

Here’s dramatic evidence of the way leisure-time indus- 
tries have been growing. 

More families now own boats than dishwashers, garbage 
disposers and room air conditioners combined. 

That’s just one of the figures cited by Craig to support 
his contention that leisure time industries are taking a part 
of the consumer dollar which the appliance industry once 
got. 








* 
Are there too many small appliance stores? 
Yes, says Whirlpool president Robert Brooker, who told 








students at the NARDA school that it is apparent that 





there are a number of low volume dealers in large markets 
who will soon recognize that their present volume is “not 

sufficient to provide a satisfactory operation.” 
Continuing, Brooker pointed out that “the dealers them- 
Continued on page 10 
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worth 
their weight 


in GOLD! 


Get this winning combination for 
greater range-servicing profits! 


os? Simple ‘‘Look-Alike’’ Replacements with minimum 
stocks, fast turnover. Noselling needed, because you 
have both thin tube and Monotube® surface units. 


Profitable ‘‘One-Call” Sales when you carry a stock 
of TK surface units and switches on your truck. 
A small assortment covers 90% of your customers’ 
needs. 

Fast Fill-In Of Stock and delivery of specials. 
More than 700 distributors carry and recommend 
TK range replacements, one or more near you. 
You can double your sales, quadruple your profits 
with TK “designed with service in mind”’ replace- 
ment units. Write today for full details . . . or see 
your TK distributor. 


TUTTLE & KIFT 


DIVISION OF FERRO CORPORATION 
1823 N. MONITOR AVE. * CHICAGO 339, ILL. 


Electric heating units for home and industry 


trends CONTINUED 


selves must bring about restriction in the total number of 
dealers operating within a given marketing area. Reform 
in this area would allow dealers to grow to a better size, 
work with larger organizations which could then assure 
ample store coverage during the long hours required to com- 
pete in the appliance business, and provide real opportunity 
for the employees through growth and expansion. The 
strength developed in this type of retail unit would provide 
for a more orderly marketing process with a correlating in- 
crease in net profit.” 

Brooker pointed out that in large markets competition in 
work hours, prices and wages made it imperative for a deal- 
er to have a larger volume to operate successfully. He 
acknowledged that in some small markets the low volume 
dealer can still prosper because he is not subjected to these 
competitive factors. 











. 

How much money should a dealer put back in his busi- 
ness each year? 

Whirlpool’s Bricker had an answer for NARDA students 
last month. The conservative dealer, said Brooker, must 
plan to grow at a rate of not less than eight percent a year 
or 40 percent within five years. 

The magnitude of the challenge can be seen in these fig- 
ures, also from Brooker’s NARDA speech. If it is assumed 
that a $100,000 a year business requires $25,000 capitaliza- 
tion, the dealer who makes an average net profit of 1.1 per- 
cent (the NARDA average in its most recent cost of doing 
business survey of participating retailers) and plows all of 
this back into the business is increasing his capitalization 
at the rate of only 4.4 percent a year. 

* 

The all-white kitchen is far from dead—but more and 
more people are choosing copper, stainless steel or wood- 
fronted appliances. 

Those are the conclusions executives of Waste King Corp. 
have drawn from a recent analysis of orders for front pan- 
els used with its dishwashers. The panels are available in 24 
tones and white was by far the most popular with 42.1 per- 
cent specifying it. Three shades of copper, however, ac- 
counted for 20.49 percent of orders with stainless steel and 
natural wood following with 12.65 and 10.40 percent re- 
spectively. 

The most popular wood was white birch followed by ash, 
red birch, walnut and oak. About three percent of the dish- 
washers were equipped with wood panels bearing a prime 
coat so that they could be finished to harmonize with exist- 
ing cabinetry. 

What about color? Pastels in four shades of yellow were 


requested by 4.46 percent of housewives. Three pinks ac- 
counted for 3.75 percent and turquoise was third at 3.57 
percent. Brown, tan, brushed chrome and charcoal followed 


in that order. 























8 

So you think we’ve got service headaches here? 

In East Germany, almost every TV set built is taken in 
for repairs three or four times during the six month guaran- 
tee _period. That figure is prov ided by the Committee of 
Free Jurists in West Berlin; they were quoting a statement 
made at a meeting of East German state-owned radio and 
TV shops. 

Reportedly, there are any number of cases where the buy- 
er has received his third or fourth TV set during the guaran- 
tee period. End 
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there’s heap 


Here’s your chance to get a bigger-than-ever 
share of the booming automatic blanket market. 
Universal’s all-new line has everything it takes 
for fast turnover... new decorator colors, an 
extra-sensitive new control and low, low prices 
that put this quality blanket within any budget. 
Get your order in TODAY. 
In pink, blue or green 


Single Bed, Single Control $19.95 Double Bed, Single Control $24.95 
Double Bed, Dual Control $29.95 


New Night-Watch Control. New extra- New Display Carton. Designed 
sensitive Universal control adjusts automatically to by Raymond Loewy Associates. A new 
any temperature change. Finger-touch switch and folding carton puts blanket out where 
illuminated dial make temperature selection easy. LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. your customer will see it and buy it! 
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For a. limited time only you can offer your cus- 
tomers the Dominion Model 1604 Coffee Maker 
and Model 2211 Fry-Skillet both priced to sell 
fast at only $14.88 each. They're regular top- 
quality appliances (not promotional items) and 
usually retail for $19.95! 

Here are the right appliances, at the right price 

. and with full profit margins .. . just in time 
for the profitable fall selling season ahead. But 
that’s not all! They're backed by the most liberal 
and flexible cooperative advertising plan plus hard- 
selling sales aids. Get in touch with your Dominion 
distributor today. 











Easy to Use—Fingertip heat con 
trol provides temperature range 
to 420 








Easy to Clean O OO 
Controlied heat 
and special 


finish eliminate 
foods sticking 





Family-Size Meais—Deep square de ' e 3 10 CUP 
sign provides greater apacity 
Foods cook better 




















‘ CHROME 
@ Automatic signal light ; ' FINISH 


@ E-Z Cook Guide on handle 


® Complete with vented hi-dome 
cover and cook book 








| 
FEATURE THE LINE rhoweres tome | 


Assures same 
delicious flavor 


THAT FEATURES mens 




















FULL PROFIT MARGINS | 


C ally signals when coffee is 
t ready. 


@ Graduated cup markings 
ELECTRIC CORPORATION - MANSFIELD, OHIO © Special cold water pump 


® No-drip spout, stay-coo!l handie 
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THE 
EAST 


By John A. Richards 


Brisk promotions stir freezer, refrig- 
erator, laundry sales . . . Dehumidi- 
fiers score gains ... TV fall programs 
shape up 


ee 

Goov» said a New York chain execu- 
tive. 

“Steady” and “the news is good,” said 
distributors in Buffalo and Boston re- 
spectively. 

“Great,” said a northern New Jersey 
dealer. 

All were commenting on business to 
mid-August. It reflected a steady late 
summer for most appliance-TV dealers in 
the East. Most were looking ahead to 
excellent sales in the Fall. 


Where sales were briskest they rode 
piggy-back on promotions. A big Boston 
dealer used heavy newspaper smashes, 
direct mail, and a supermarket tie-in to 
drive ten carloads of freezers into con- 
sumer arms in six weeks. More modestly, a 
Worcester dealer tackled the sale of a 
truckload of freezers, using soundtruck 
selling and in-store gimmicks. 


Warehouse sales and hard-hitting early 
fall promotions added to the momentum. 
A distributor’s warehouse sale in Roches- 
ter, backed by successive two-page news- 
paper spreads and 500 radio spots, im- 
proved business generally for twelve full- 
line dealers. One New York distributor, 
experiencing a “rousing” summer in re- 
frigeration and laundry, was still barrel- 
ing along in August. In Boston, where 
white goods business was “good” one dis- 
tributor found “portable TV fabulous” 
and sampling of new TV lines “far better 
than in ’58.” For a Philadelphia distribu- 
tor, white goods were running 50 percent 
ahead, electronic products 40 percent. 


Dehumidifiers at last began making a 
market dent in places other than Wash- 
ington, where they have been tradition- 
ally good for summer sales. In late July 


and August they edged desultory sales of 
air conditioners and fans out of the lime- 
light in places like Springfield, Mass. and 
in most parts of Connecticut. 

But a Bridgeport-New Haven area util- 
ity made the big news in dehumidifiers. 
There United Illuminating ran a bangup 
promotion which may be aped nationally 
in the future. It started with a quota of 
300, closed its promotion with over 1200 
sold. Featured were free home trials, 
stocking by the utility, order-taking by 
the dealer, with delivery arranged 
through the utility. Prevailing price was 
$89.95, with the dealer making a $20 bill. 


Promotional zeal seems to have been 
overdone in northern New Jersey. Dealers 
there have complained that the clash of 
two giants with a “price war” is wreck- 
ing the market. 

“They’re giving the stuff away,” com- 
plained one alert competitor. “It’s crazy 
when business is good.” He was hoping 
suppliers could do something. 

Such action by a Boston distributor in 
the Worcester area, where a newly-ar- 
rived mass outlet was playing havoc with 
that city, promptly put things to rights. 


Even economic bad spots weren’t slow- 
ing down the tempo in the East. Buffalo’s 
unemployment shot up 30,000 to 80,000 
due to the steel strike, but a distributor’s 
sales for Buffalo-Jamestown-Erie shows 
marginal gains in most products, heavy 
gains in refrigeration. And in Connecti- 
cut’s Naugatuck valley the strike was not 
enough to slow a steady, relentless snap- 
back. 


THE 
MID- 
WEST 


By Ken Warner 


Home entertainment takes off .. . 
Furniture styling spurs sales . . . 

Stereo and TV move to high end... 
... and the promotions are clicking. 


C hicago-area dealers will have a big 
fall in radios, according to Norm Langen- 
feld, G-E’s local radio sales representa- 
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tive. Each year, after the new line is out, 
Langenfeld takes to the road with a spe- 
cially rigged panel truck that displays 
his full line. In his first week this year, he 
averaged 100 radio sales per call. This ex- 
perience illustrates two things: (1) the 
aforementioned high expectations and that 
(2) a little hustle still sells. 

Dealers report that the dating situation 
on radios is very, very good. For example, 
there are several deals that call for a 100- 
unit buy, to be paid for January 10. “I'd 
be a fool not to buy on those terms,” says 
one north-sider. “Besides, we always sell 
plenty of radios. This is just a little ear- 
lier than normal.” 

Down in Indiana, except where the 
strike is hitting hard, they’re saying “If 
you can’t make it now, you can’t make it.” 
One dealer regrets that the “easy” sales 
are coming simultaneously with a sort of 
price war, which is cutting his margins, 
but cheerfully adds, “Even with the 
skinny dollar we’re working on, dollar 
profits by the month are holding up fine.” 
Over-all, laundry seems to have slacked 
off some. But freezers and refrigerators 
are going great guns. 


Hoosier TV sales are going strong, too. 
And there is an evident move to the high 
end. Zenith’s “no printed circuitry” pitch 
is hitting hard, according to dealers, but 
all across the brand front, the top-dollar 
units are moving. 

Minnesota dealers, too, report a move 
to the higher-dollar units. The customer 
is evidently not only paying for more 
features, but for better furniture. Such 
lines as Zenith’s decorator group and 
Motorola’s Drexel line are showing good 
gains. 

This interest in furniture has spurred 
one Minnesota dealer to devote a separate 
room to “Early American” only. Mixing 
Colonial-styled stereo and TV with Early 
American furniture borrowed or bought 
for the purpose, this dealer finds traffic 
response to ads on the Early American 
theme quick and worthwhile. 


The whole consumer electronics front 
in the Midwest is bubbling. Stereo seems 
to have caught on in scattered small 
towns. While the volume is not “what it 
will be,” there is a definite indication that 
this year will see many more console units 
sold. “We’re not moving half the portable 
units we sold last year,” says one dealer, 
“but our volume is up sharply.” 

The Milwaukee Westinghouse branch 
pulled a cute switch. Taking a cue from 
“range round-ups” and “sales stampedes” 


Continued on page 15 
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NOW! OFFER YOUR CUSTOMERS THIS 


Unbeam “savex 


AND AS AN 


EXTRA BONUS 
GIFT 


A BEAUTIFUL 8 PIECE 


TOWEL TRAY 
SET Pius 
> A 4 COMPARTMENT 
Y SILVERWARE 
TRAY 


@ Automatic 
Temperature 
Control 


@ Easy-to-set 
Control Dial 


@ Sunbeam Quality 


USE THIS SALES-TESTED PROGRAM TO CREATE 
DEMAND FOR ALL SIZES OF SUNBEAM FRYPANS 


18 ASSORTMENT 
ADVERTISING PLAN 


AUTOMATIC ELECTRIC 


GRIDDLE 


WITH REMOVABLE 
HEAT CONTROL 


THEY GET AS AN 


© Big Family Size. 
@ Easy-to-see Grillguides. 


a @ Easy-to-wash. 
Matec _J © Two-l Pint and SET OF 4 
) agree ) Two-1 Quart sizes 


@ Smart Milk Glass LA 
Stitae ® Gold Snowflake Decor 5B 
© Heat Resistant DISHES 


THIS SPECIAL MARKET-TESTED OFFER WILL INCREASE 


DEMAND FOR THIS IMPORTANT SUNBEAM PRODUCT 


EXTRA GIFT 


SELL YOUR CUSTOMERS THIS 


fey. fob 


CONTROLLED HEAT 


HAIR DRYER 
AND AS AN EXTRA BONUS 


THEY GET THIS VALUABLE 
BOOK, “AT HOME WITH 
YOUR HAIRDO” by 
Internationally famous 
Hair Stylist, Victor Vito 


1 WOME y 
vith gat 
MH WALKy 


e Dries hair faster. 


@ Keeps hands free for knit- 


@ Has many practical tips ting, doing neils, etc 


on hair care. 


HERE’S A SENSATIONAL COMBINATION THAT 
WILL BE A SURE SALES GETTER FOR YOU 





SELL YOUR CUSTOMERS A FAMOUS 


Sunbeam 


MIXMASTER 


HAND MIXER 
AND THEY GET AS AN 


nason wane BONUS 


in White, a. 
Chrome 


Pink : DRINK MIXER 


Turquoise AND 
and Yellow WHIPPER 


Convenient Beater ATTACHMENTS 


Release Excellent for ideai For Malts, 
Six Mix Guides Scrambling Eggs, etc. Milk Shakes, etc. 


THIS CUSTOMER-PROVED PROMOTION WILL BUILD 
STORE TRAFFIC AND INCREASE YOUR SALES 


Larger Full 
Mix Beaters 


OR WRITE FOR FURTHER DETAILS TO 
“49 CALL YOUR Sunbeam DISTRIBUTOR NOW sicrnes, areuance sues owsion, oer 7a 


@ SUNBEAM, MIXMASTER , LADY SUNBEAM 
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and all the other cowboy-type promotion 
themes, Westinghouse reversed the field 
and went on the warpath, Indian-style. 
The tag-line was “war on high prices;” 
the giveaways were “wampum” bead bags 
and kids headresses; Coca-Cola became 
“firewater” for the purposes of the pro- 
motion. The idea worked so well as a way 
to get dealers to “run promotions instead 
of ads” that the branch is thinking of mak- 
ing the “warpath” an annual event. 


THE 
SOUTH 
EAST 


By 
William McGuire 


Volume soars but costs go up, too 
... Air conditioner stocks vanish with 
the heat . . . Refrigerators take up 
the slack 


Wits the exception of a soft spot or 
two, the Southeast rode high through 
July, and appeared to be closing in on 
an excellent year volumewise—certainly 
the best since ’55. 


A great many Southern dealers and 
distributors figure to surpass that year 
in gross with plenty to spare, but the 
percentages they can call their own have 
shrunk, in the face of ballooning operat- 
ing costs and whetted price competition. 
Now, key dealers are beginning to do 
something about the situation. 

Tired of decorating his store with non- 
productive salesmen, and of shelling out 
commissions on sales made by manage- 
ment, a Miami dealer halved his sales 
force from four to two and took the men 
off straight commission in favor of a sal- 
ary-plus deal. He no longer feels obli- 
gated to pay them for the sales he can’t 
avoid making, or for those they make to 
his customers, though he’s careful not to 
compete with them. Result: both volume 
and net are up for the year. 

A Memphis dealer who'll gross about a 
half-million this year has lifted his net 
by attacking costs all along the line. 
Shipping clerk, parts man, telephone girl 
and full-time bookkeeper are luxuries he 
no longer permits himself. He had his in- 
surance surveyed, and as a result cut 
back here, added there, ended up with 
more and better coverage for his money. 


As air conditioning tailed off by mid- 
August, dealers in most Southern cities 
looked back on a successful season. New 
Orleans, however, proved a notable ex- 
ception; a cool June followed by the wet- 
test July in years really loused up this 
market; and cost plus a ten dollar bill 
was all the consumer needed by early 
August. 

Hot weather came to other trading 
areas, however. In Charlotte, for exam- 
ple, the mercury nudged 100 degrees four 
days in a row, and one distributor moved 
1,000 units—boom! A Tampa distributor 
kicked himself for his pre-season con- 
servatism, admitted he could have sold 
600 more coolers than he’d bought. 

Except for New Orleans, nobody had 
really dumped anything by early August 
. .. largely because there was nothing 
to dump. Numerous distributors reported 
themselves clean. Where prospects of mi- 
nor carryover loomed, dealers were too 
busy betting on an excise tax by October, 
or before next season at the latest, to 
worry. In fact, scuttlebutt had a few 
keys buying in truckloads out of the 
Southwest to beat the tax. 

But more significant than the air con- 
ditioning season just ended was the one 
to come. The strong trend to one-and-one- 
half’s and two’s that emerged during ’59 
points toward a preponderance of the big- 
ger tickets in ’60. Unless too much pre- 
tax merchandise finds its way into the 
South, this year’s low closing inventories 
will make next season’s market very 
heavy in current models, which should 
mean better nets. 


As mid-August approached, refrigera- 
tion did an admirable job of filling the 
historic late summer gap between air 
conditioning and TV. Dealers in Chatta- 
nooga, Miami, New Orleans, Augusta, 
Memphis and Atlanta, and distributors in 
Birmingham, Memphis, Atlanta and Mi- 
ami all dubbed it the best mover. 


Laundry was an in-and-out proposition, 
with dealers in Miami, New Orleans, 
Memphis, Nashville and Birmingham, 
and distributors in Memphis, Charlotte, 
New Orleans, Miami and Birmingham re- 
porting it strong; while retailers in Fort 
Lauderdale, Chattanooga, Charlotte and 
Atlanta, and distributors in Tampa and 
Atlanta found it soft. 


Though still doing little or nothing in 
the stores, television began to stir at 
wholesale, as dealers sampled new lines. 
Little was heard from stereo, though the 
few dealers who took the trouble to un- 
derstand, display and demonstrate it had 
been moving it through the summer, 
which served as an indication that this 
need not be a strictly seasonal product. 

Things looked good on the surface in 
the steel city of Birmingham, but a storm 
could be gathering on the economic hori- 
zon as the strike drags on. The consensus: 
most merchants could weather a two- 
month strike, but if it goes three... 
ouch! 
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THE 
GREAT 
LAKES 


It's been a great summer ... Air 
conditioners, refrigeration and laun- 
dry lead the way . . . TV spurts in the 
Cleveland market 


Arn CONDITIONING, dehumidifiers 
and laundry led the list for the “summers’ 
best” as dealers throughout the Great 
Lakes area enjoyed one of the best sell- 
ing seasons in a couple of years. In- 
creases of more than 30 percent were 
common as these dealers wound up the 
summer months. “Greatest year in air 
conditioning I’ve had,” came from dealers 
in Cleveland, Columbus, Cincinnati and 
Youngstown. 


Where air conditioning did not lead the 
list, refrigeration and laundry moved 
right in. Increases of over 10 percent in 
the Western Pennsylvania territory and 
30 percent around Cleveland were regis- 
tered. Refrigeration looked best for deal- 
ers around Detroit, Dayton and Toledo. 


It’s back to Fair Trade in Ohio. Al- 
though the Ohio Supreme Court last year 
ruled against the Fair Trade laws on 
grounds of unconstitutionality, the legis- 
lature last month passed a new ruling 
putting Fair Trade back on the books. 
Dealers and distributors around the 
state are viewing the new law with mixed 
emotions. Some of them say the law won’t 
hurt sales, won’t change present operat- 
ing methods. Those on that side of the 
fence think the Fair Trade law is neces- 
sary, are waiting for it to firm up prices. 
On the other side of the fence are the 
dealers who say, in effect, “so what?” 
These dealers think things will be no dif- 
ferent under this law than it was under 
the first Ohio law, feel that the discount- 
ers will get around it anyhow, and don’t 
expect any improvement. An informal 
poll shows that most Ohio dealers do not 
expect the law to be tested in the courts 
in the near future. 


Although Fair Trade is not yet on the 
agenda of problems to tackle, the Michi- 
gan Appliance Dealers Association may 
look into the problem, according to one 
report. This is a young organization, stead- 
ily gaining strength in the state, and is 
right now concentrating on ending Sun- 
day sales in the metropolitan Detroit 
area, among others. 


Radios, phonos and TV had a good, if 
off-season, spurt in Cleveland last month. 
Sales were up 23 percent for those items. 
Dealers are looking for fall stereo and 
hi-fi promotions to add some life in that 
slow line. For a Detroit dealer, however, 
stereo sales are already great. This dealer 
reports stereo sales “really took off” last 
month—better than any two months com- 
bined last year. 

Continued on page 18 
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THERE ARE MORE DUOMATIC 
COMBINATION WASHER-DRYERS IN USE 
THAN ALL OTHER BRANDS COMBINED! 


AGAIN IN 1939, 


PHILCO IS THE WORLD'S LARGEST 
MANUFACTURER OF COMBINATIONS! 


AND NOW. .. 








THEY 


still haven't 
caught up with 


PHILCO 


PHILCO OPENS 


A MILLION-UNIT MARKET 
FOR COMBINATIONS 
WITH NEW s329°% 











DUOMATI 


In 1960, more than a million customers will make laundry 
purchases of $300 and over. Here’s the combination that 
will help you take this rich, ripe market by storm! 


When a woman can get automatic washing 
and drying for just over $300, why should 
she settle for a washer or dryer alone? 


Dollar for dollar, the new Philco-Bendix 
Duomatic has no competition. It’s got the 
price, the size, the features you can use to 
create real excitement, terrific traffic. And 
just look at the Duomatic step-up story. 
CE-700 — Only 26% inches wide, fits any- 
where a washer will. Washes and dries in as 
little as an hour. Push-button controls up 
front. Choice of wash and rinse temperatures. 
Super-quiet, vibration-free performance. 


hats hata 2 


+ SS EG IG, 


Famous Duomatic quality—proved more trou- 
ble-free than washer and dryer pairs by 
actual dealers’ records. 

CE-702 — All features above plus wash ’n’ 
wear cycle, sterling-style backsplash, choice 
of wash and rinse temperatures. 

CE-704 — All features above plus automatic 
bleach and rinse dispenser, water saver, de- 
luxe backsplash and porthole. 


Remember, only Philco gives you a full 
line of combinations—a line you can really 
merchandise! Reach for the phone and 
call your Philco distributor now. 


WORLD’S LARGEST MANUFACTURER OF COMBINATIONS 


PHIiLC¢e 
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COUNTER HIGH 
<— ONLY 26%” WIDE ——> 
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THE 
SOUTH 
WEST 


Sales everywhere are good .. . But 
weather hurts air conditioning... TV 
spurts in Texas . . . Refrigeration is 
strong 


A PPLIANCE people in the Southwest 
aren’t afraid of the big, bad steel strike. 
No effect so far, they say. Reports from 
all over the area furnish proof of what 
they say. 

Appliance sales set all kinds of volume 
records in Albuquerque this summer. 

“Business is booming in Oklahoma.” 
Employment is up, savings are up, dealer 
failures are down. 

Fort Worth payrolls have jumped— 
more people employed, and making more 
money—and appliance sales are 10 per- 
cent ahead of ’58. 

Dallas chalked up a June credit ratio 
and collection ratio that were among the 
highest in the state. 


Evidence of general prosperity in the 
Southwest is seen in the recent rash of 
appliance stcre “grand openings” around 
the area. Stahl & Myers, Houston retail- 
ers, opened a sixth outlet in July and 
sold fifty thousand dollars worth of ap- 
pliances during the first full week’s oper- 
ation, according to manager William F. 
Harrison. Several Dallas and Fort Worth 
dealers have added a second or third 


store. 


Cooler-than-normal summer weather 
pit more money into the pockets of 
Southwestern farmers and ranchers but 
knocked the punch out of air conditioner 
sales, especially in the cities. Houston 
Lighting & Power Company reports a 15 
percent decrease in window unit sales, 
the first summer decrease in their his- 
tory. Dealers in Texas and Oklahoma 
groaned, “Let’s don’t talk about air con- 
ditioning,” and one Albuquerque utility 
says there’s no hope left for air condi- 
tioners in New Mexico this year. 


But all air conditioning reports aren’t 
so gloomy. Little Rock and Houston deal- 
ers experienced a sales spurt the first 10 
days of August that may bring their to- 
tal sales for the year up to ’58 figures. 
In Oklahoma City and Dallas, retailers 
say they have made more gross profit per 
unit sales this year, and the season isn’t 


. enough 
‘ outside. What’s the reason? To find out, 


as bad as volume sales figures indicate. 
Also, a few Texas dealers are closing 
late-season deals with the “buy now to 
beat the state tax” angle. A three per- 
cent state sales tax on air conditioners 
goes into effect September 1 in Texas. 


The Texas sales tax on radios, TV sets 
and hi-fis will be raised from 2.2 percent 
to three percent on September 1, but 
dealers are so busy closing TV sales they 
haven’t had time to think about it. No- 
body seems to know why, but after a slow 
June, TV sales all over Texas and Okla- 
homa started picking up and never did go 
into the expected summer slump. Now 
retailers report that the 1960 models are 
prompting continued good sales. It’s dif- 
ferent in New Mexico and Arkansas where 
TV sales were slow all summer. 


Good old dependable refrigeration led 
volume sales in Dallas and generally held 
steady throughout the Southwest. A util- 
ity-sponsored freezer promotion (30 Ibs. 
of free frozen food with the purchase of a 
freezer, 15 lbs. with a combination pur- 
chase) upped sales in Tulsa where busi- 
ness is slower than in other parts of the 
state. Albuquerque, Amarillo and Dallas 
also reported a strong freezer market. 


THE 
FAR 
WEST 


By Howard Emerson 


It's hard to hire and keep good 
salesmen . . . Only Sears and big 
department stores escape the prob- 
lem, say western dealers 


Worn the record of better than average 
Summer business tucked into their books, 
dealers in the Far West look forward to 
one of the best Fall seasons in the area’s 
history. With the population increasing 
steadily, and with more and more dispos- 
able income to aim at, it would seem that 
dealers here need only to sell the market 
around them. But that involves salesmen. 
Far West dealers have been accused by 
visiting NARDA potentates of not making 
use of salesmen—particularly 


this column interviewed 65 average, suc- 
cessful dealers. Here’s part one of a re- 
port on Far West selling: 


Good salesmen are hard to find in ev- 
ery section of the Far West. All dealers 
have trouble keeping their sales staff at 
present levels and find it nearly impos- 
sible to increase these forces as most 
would like to do. Only exceptions are the 
major department stores and Sears. Inde- 
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pendent dealers are not in the same po- 
sition. 

In Phoenix, Ariz., Chick Myers of the 
House of Myers, who has added one man, 
plans to add another in September, says: 
“You bet good salesmen are hard to find. 
The good ones show up when you don’t 
need them—when you do, you have to 
train some clunker who blows in from the 
East with the claim that he’s a ‘sales- 
man’”. Russ Morrissey at the class home 
furnishers, Mehagian’s, says: “The un- 
fortunate reason that good salesmen are 
hard to find is because the retailers have- 
n’t done enough to train them—the kids 
coming out of high school haven’t enough 
depth in selling.” Mort Brayer, TV spe- 
cialist, believes he will need more sales- 
men because “. . . stereo takes longer for 
demonstrations and closing.” But he ex- 
pects trouble getting anything but “run 
of the mill salesmen”. “The good ones al- 
ways are working—the only way to get a 
real sales clincher is to go buy him away 
from another store if you’re desperate 
enough.” . 

In Boise, Idaho, “Crazy” Lawrence has 
added two men in ’59 for a total of eight. 
Meeting the difficulties of locating good 
salesmen, Lawrence has turned to older 
men because “. . . they are better and 
steadier.” In contrast, Ernie Fisher of 
Terry’s Appliances there keeps his sales 
force at a steady level by filling vacancies 
with young men brought up from his de- 
livery and service departments after sev- 
eral years experience there. 


In Los Angeles, the department stores 
have no trouble getting good salesmen, 
and the Sears stores are staffed by some 
of the best retail salesmen in the country. 
But, the independent has troubles. Louis 
J. Schutty of Chaffee’s, Hollywood, has 
added no men, doesn’t expect to. “The 
men available have no training,” he says. 
“It’s too hard for a good salesman to 
make a decent living in the appliance 
business. How can salesmen make money 
with discount practices what they are?” 
Bill Hanlan, Hanlan’s TV, does not in- 
tend to add salesmen. He points out: 
“Hundreds of salesmen are leaving this 
business with good reason. Both the sales- 
man and the dealer need a profit of 10 
percent minimum—how many sales are 
made for less than that figure today?” 

In Spokane, Wash., center of the boom- 
ing Inland Empire, Bill Will, partner in 
Wolfe & Will, does not intend to add 
salesmen. “They are too hard to find. 
They can make more money in other lines 
without as much training.” Another ap- 
pliance store there has doubled the size 
of its sales force during ’59, and is look- 
ing for more men to start this fall. But, 
says the manager, it is a tough look, “. . . 
you can’t offer the salesmen enough 
money because of the low margins we 
are forced to work on.” Disagreeing with 
all is Stan Densow, owner of a three- 
store appliance-TV chain. He says it is 
not hard to find good salesmen, but it is 
hard to keep them—they get discouraged 
because of the competitive market. 


Continued on page 20 


1959—ELECTRICAL MERCHANDISING 











Brand Name Retailer of Year 
Names “Amana. 


‘our top profit line 
in white goods and air conditioners” 


LENSIDE. PA. 


Says Joe Whelan of Gerhard’s Inc., Brand Name 
Retailer of 1959, ““Amana is our number one profit 
line in white goods and room air conditioners. 
“‘Amana’s reputation for quality enables us to 
get a better mark-up. And lots of satisfied cus- 
tomers assure us of good referral business.” 
John Jensen, Gerhard’s Sales Manager and 
number one salesman, points out, “Amana is the 
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kind of line Gerhard’s sales people like to sell — it 
has an excellent reputation in the Philadelphia 
area and we have fewer service calls on Amana 
products.” 

So why not do as the Brand Name Retailer of 
the year does — stock, display, promote and sell 
the Amana line. It’s sure to be one of your top 
profit makers, too. 


Joe Whelan 
Brand Name Retailer of Year 





Amana MAKES AMERICA’S MOST WANTED PRODUCTS 
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N 
The Amana Stor-Mor freezer! Guar- 
anteed to outperform all others, keeps food 
fresher, safer, longer. Exclusive Amana- 
Matic freezing—up to 2% times faster 
than ordinary freezing. Even “zero” stor- 
age temperatures. Exclusive Stor-Mor 
door holds a whole month of meals. Fa- 
mous Amana double warranty protects the 
freezer and the food stored in it. Complete 
selection of sizes. 
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The Amana freezer-plus-refrigerator! 
A genuine Amana freezer with exclusive 
Amana-Matic freezing (up to 24 times 
faster) plus a full family size refrigerator 
with all the latest features — automatic de- 
frosting, glide-out shelves, butter keeper, 
meat keeper, vegetable crisper. Exclusive 
Stor-Mor Door on both refrigerator and 
freezer. An amazing 2-in-1 appliance that’s 
only 32” wide. A size to suit every family. 


, 1959 





*1 H.P COMPACT 
SERIES, 
MODEL 100C20 


The Amana room air conditioner: size for size, 
outperforms all others. According to published in- 
dustry figures the Amana Compact Series 1 H.P. 
Air Conditioner* produces more cool air per watt 
input than any other air conditioner this size. It 
is typical of the quality and performance you'll find 
in all 21 models. 


For complete information, 
see your Amana Distributor, or write: 


Amana 


AMANA 
REFRIGERATION, INC, 
AMANA 16, IOWA 





Stock the complete oor 
HROMALOX LINE 


In Seattle, Wash., dealer Clint West says it’s hard to find 
salesmen who will follow up leads. Mel Herfendal of Sun- 
set Appliances and the giant Bon Marche expect to add ex- 
tra salesmen this fall. Herfendal is not optimistic—“. .. 
you don’t find good salesmen, you have to settle for ‘order 
takers’.” The Bon expects no trouble. In San Diego, Lee 
Bornstein of Walker-Scott comments: “You don’t find 
salesmen, you make them. Good salesmen already have a 
job.” His sales force has been increased 300 percent in ’59. 
Len Julien of Harrington’s says: “Appliance salesmen are 
going into more lucrative fields. Some of the best real es- 
tate salesmen in San Diego got their sales training at Har- 
rington’s.” End 





REGION BY REGION CONTINUED 


Chromalox Rod Bake Unit—2 sizes 
with all-purpose mounting plates fit 
all regular and wide ovens with ter- 
minal openings centered in back wall. 
Simple installation. Also 4 plug-in 
bake ond broil units with standard 
terminal spacing. 


Microtube” Range Surface Units — 
4 adaptor ring sizes and 2 Micro- 
tube sizes service any standard 
range. Service more ranges with 
smaller inventory. 


Manufacturer Shipment 
Statistics 


Estimated industry shipments of major appliances 
(electric and gas), radio and television 


Immersion Water Heater Ele- | 
ments—Flanged elements fit 4- 
bolt, 6-bolt, and 2-bolt tank 
flanges, 600 to 6000 watts. 
Screw plug elements for 1- and 
1%-inch pipe thread sizes, 750 
to 3000 watts. 


Chromalex Table Ranges —Com- 
poct, with big range features. 
Fast, top performing Microtube Il 
wnits. Single unit models, 1200 to 
2100 watts; Double unit models, 
2400 to 4200 watts. 120, 208 
or 236 volts. 


Thermwire—Selection of ca- 
ble, tape or band, all com- 
pletely sealed against mois- 
ture for indoor-outdoor 

use. Most types com- 

plete with cold 


1959 1958 % 
(Units) (Units) Change 


49,400 34,300 +44.02 
254,700 184,100 +38.35 


F 47,862 34,913 +37.09 
lead and plug. ’ ’ 
30 to 800 339,810 271,776 +25.03 


wom 22,976 19,260 +19.29 
167,611 114,767 +-46.04 


64,500 61,300 + 5.22 
350,400 282,700 4+23.95 


127,600 121,500 + 5.02 
653,000 493,600 +32.29 


INCINERATORS, Gas 3,600 3,400 + 5.88 
19,900 22,800 —12.72 


792,359 506,993* 
4,207,390 3,154,644* 


637,806 235,433 
2,900,196 1,464,519 


571,003 377,090 
2,782,715 2,167,930 


RANGES, ELECTRIC—Standard 77,000 63,800 
495,600 400,000 


Built-In 74,400 53,000 
353,300 244,000 


131,200 
809,100 


Thermostats—Just two replace- 
ment thermostats to service all 
makes of electric water heaters 
. +. Single-throw and dovu- 
ble-throw styles—can 

be screw or clamp 

mounted. 


RADIOS, Home-Portable-Clock 
(production) 


RADIOS, Automobile 
(production) 


+56.29 
+33.37 


+170.91 
+98.03 


+51.42 
+28.36 


420.69 
423.90 


-+40.38 
+44.80 


Wrap-Around Water Heater Elements—Fit 
tanks 10%" through 224" diameter with just 
10 elements, 750 to 3000 watts in 236 volts, 
and 3 elements, 750 to 1250 watts in 118 
volts ... using the Chromalox patented exten- 
sion strap system. 


TELEVISION (production) 


Chromalex Cherceal Light- 

er—110-120 volt AC or DC. 

6 feet of moisiure-proof er—Hot water wher- 

neoprene cord. Glowing fire ever there is an electric 

in a few minutes. Light- outlet. 1500W 120V 

weight, easy to handle, gives fast heatup in 
standard 5 goal. pail. 
Handy at dairy barns, 
filling stations, race 
tracks, cabins. 


Chromalox Pail Heat- 


RANGES, GAS—Standard 133,600 


766,200 


Built-in 36,100 22,200 
159,100 96,700 


361,000 316,300 
1,866,300 1,485,000 


273,649 253,127 
1,708,865 1,501,724 


258,981 209,689 
1,370,239 1,180,017 


— 1.80 
+ 5.60 


+62.61 
+64.53 
REFRIGERATORS +14.13 
+25.68 


+ 8.11 
+13.78 


+23.51 
+16.12 





ae WASHERS, Automatic & Semi-Auto... 


Chromalox Portable Heaters— 
Electric range type 
element. Quiet. No 
TV interference. 

elf-aligning bear- 
ings. Various styles, 
wattages ...some 
with built-in ther- 
mostats. 


Wringer & Spinner 82,913 79,142 

439,946 397,576 

WASHER-DRYER Combinations 10,423 7,069 
87,249 64,851 


+ 4.76 
+ 10.66 


4-47.45 
+34.54 


WATER HEATERS, Electric (Storage). . 75,800 74,600 
432,400 397,500 


235,400 231,000 
1,528,100 1,336,200 


*revised Sources: NEMA, AHLMA, VCMA, EIA, GAMA 


+ 1.61 
+ 8.78 
CHROMALOX 

—lecliic. Feat 


MMER 


WATER HEATERS, Gas (Storage) + 1.90 
+14.36 
EDWIN L. WIEGAND COMPANY 
7825 THOMAS BLVD., PITTSBURGH 6, PA 
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Blackstone Distributor Report 


“°THE BLACKSTONE NEW LOOK 
HAS GIVEN US MORE 
NEW DEALERS 
THAN EVER 
BEFORE” 


Says Mr. Gordon M. Biehl, 
President, Biehl’s Inc. 

Blackstone Distributor 

Pottsville, Pennsylvania 


‘‘We like to sell Blackstone because we have 
consistently shown increases in sales year after year”’ 
... says Mr. Biehl. “And in the first six months of this 
year, sales have been greater than ever . . . well ahead 
of 1958. Also the new Blackstone line with its new de- 
sign features and smart new looks has brought us more 
new dealers than ever before. Our dealers like the 
built-in quality and fine reputation of Blackstone laun- 
dry products for trouble-free service . . . day-after- 
day performance.” 

“Our more than twenty years as a Blackstone dis- 
tributor have resulted in a satisfied and happy dealer 
organization .. . and that’s the only way to put your 
business on a solid footing.” 





: Dealers: If you’re having more than your share of service 
ON WASH-AND-WEAR ° trouble with your present line, see your Blackstone Distributor. 
‘with Blackstone’s new wash-and-wear pair : Distributors: Blackstone profit franchises available. Write, 
“ _ wire, or call today. Blackstone Corporation, 1111 Allen 

3 Cycle ‘‘All-Fabric’”” Automatic Washer has Locked- > “Street, Jamestown, New York. 
in Wash-and-Wear cycle. Treats wash-and-wear P 


fabrics precisely as fabric makers recommend, auto- 
matically. It can make no mistake! Wash-and-Wear 


Dryer has three-position heat selection. New prin- STEP AHEAD WITH 


ciple dries all fabrics wrinkle-free like a summer 


breeze. Stunning matching pair with stainless steel 
or white Epon enamel tops. ac AS one 


See the complete new Blackstone line . . budget wringer 


through deluxe automatics—gas and electric dryers . AMERICA’S OLDEST WASHER MANUFACTURER 


SINCE 1874 
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S| OLE EE 


which cover 18% of the U.S. buying public. Based on flash reports 
of dealer sales in the areas served by these utilities, the chart 
provides you with the most authentic, timely index of retail sales 


yet available. It’s an ELECTRICAL MERCHANDISING exclusive. 


June figures: 0O 
Year to date figures: 00 


IN THE EAST 
United Illuminating Co. 


N. Y. State Electric & Gas Corp. 
Jersey Central Power & Light Co. 
New Jersey Power & Light Co. 
Philadelphia Electric Assn. 
Pennsylvania Electric Co. 


West Penn Power Co. 


IN THE MIDWEST 
Dayton Power & Light Co. 


Commonwealth Edison Co. 
Kansas Gas & Electric Co. 
Kansas Power & Light Co. 


Nebraska-lowa Electrical Council 


IN THE SOUTH 
Kentucky Utilities Co. 


Chattanooga Electric Power Bd. 
Nashville Electric Service 
Florida Power Corp. 
Florida Power & Light Co. 
Tampa Electric Co. 
IN THE SOUTHWEST 
Dallas Power & Light Co. 
Gulf States Utilities Co. 
El Paso Electric Co. 
Southwestern Electric Power Co. 


New Orleans Public Service, Inc. 


IN THE WEST 
Idaho Power Co. 


Pacific Gas & Electric Co. 
Pacific Power & Light Co. 
Washington Water Power Co. 


NATIONAL 


June 
Year to date 
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Refrig- 
erators 


430 
+13 
416 
+ 1 
413 
+ 20 
424 
+ 22 
+31 
+20 
423 
+15 
420 





Freezers 


+41 
+12 
+40 
+ 6 
- 2 
+12 
455 
+ 33 
+30 
+41 
426 
+ 19 
=- 6 





Electric 
Ranges 


stet? 
aPeN—-e wun UO DO 


| & + 


414 
+19 


* Not Available 





Electric 
Water 
Heaters 


=20 
— 23 
+ 4 
- 9 
=-20 
—12 
419 
+ 30 
+ 5 


5 
+ 3 
+15 
- § 
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Washers 





Clothes 
Dryers 
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Dish- 
Washers 





Room Air 
Condi- 
tioners 


#113 
+65 
+260 
+160 
4124 
+124 
+86 
+90 
#118 
+10 
+167 
+92 
#105 
+71 


+81 
+ 30 
+93 
+ 57 
=- 7 
—- 9 
= 9 
— 8 
+89 
+ 39 


#10 
— 2 
+ 5 
— 6 


* 


* 


+9 


+ 84 
=16 
- 25 
417 
— 23 


+24 
+ 7 








FIRST TIME 
ANYWHERE! 


ROPER 


~ 


EASILY INSTALLED IN 

KITCHEN, PATIO, PORCH, 

~ ~ Ste RECREATION ROOM... 

BARBECUES “é J c=? "MOST ANYWHERE! 





BROILS COVERS NEATLY - 
Built to Quality 


Unique 3-way Built-in oe? on 
Rotis-O-Grill Gas Cooking Center 


Roper . . . always the leader . . . pioneers again with this 
brand new, exclusive, built-in cooking center. Twin 

gas burners transmit radiant heat for fast spatter-free 
cooking. Convenient top control. Only one cut-out 
needed . . . simplifies installation. In four harmonizing 
decorator colors or Satin Chrome. Another outstand- 

ing Roper sales-stimulator that can make you money. 


ROPER ALSO MAKES OTHER 
BUILT-IN TOP BURNER 

UNITS IN ADDITION TO A 
FULL LINE OF BUILT-IN 
OVEN-BROILER UNITS AND 
FREE-STANDING GAS RANGES. 


Write Dept. EM for full details. 
GEO. D. ROPER SALES CORP. 


a subsidiary of Geo. D. Roper Corporation 
Kankakee, Illinois 
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Taking SOCK: cocci a:iew 


in which the stocks of 55 key firms within the industry behaved 
during the past month. This unique summary is another exclusive 
service for readers of ELECTRICAL MERCHANDISING. 


How The Industry Behaved Week By Week 


Rae 


... With this new radio classic 
styled in the tradition of fine furniture 


STOCKS AND DIVIDENDS CLOSE NET 
IN DOLLARS JULY 16 CHANGE 
NEW YORK EXCHANGE 
Admiral 23 4% 
American Motors 2.40 46% 3% 
| Arvin ind. YD 25 + 
| Black & Decker 2 73% 3% 
Borg Warner 2 44\% % 
| Bulova .45G 15%” 1 
Carrier 1.20G 39% 1% 
Chrysler % GXD 67V% 2% 
Daystrom 1.20 43% 3% 
Decca Records | 20% 1% 
Emerson Elec. 1.60B 66% 
Luxurious, deep rubbed, wood veneers and gold pas — *T oo & 
appointments add fine furniture appeal to high performance. ne ro Dy. 2 50% % 
Precision 10-tube chassis including power rectifiers. Dual | Serer! Flectric 2 82% '% 
var ail a a . General Motors 2 56% 1% 
speaker system; 4” circular and 4” x 6” oval. Dual jacksfor phono | General Tele 2.20 71% 3% 
and multiplex stereo FM broadcasts. AM rod and FM line cord | Hoffman Electric .60 32% 
*; Hupp '4F 6% 
antennae. $99.95* in Mahogany, Walnut and Blonde veneers. A nanthclorn oi 
Maytag 1.60 40% 
McGraw-Edison 1.40 47% 
Mpl. Honeywell 1.60AXD 139% 
| Minn, Mining & Mfg. 1.60 1472 
| Montgomery Ward 2 49% 
Monarch 1.20 21"% 
Motor Wheel .60 20 
Motorola 12 112 
Murray 28 
Philco 29% 
R.C.A. 1A 68% 
Raytheon 4F 54% 
Rheem .15G 25% 
Ronson .60 11 
Roper 28% 
Schick 12% 
Smith (A.O.) 1.608 58” 
Sunbeam 1.40A 61 
' ;, Welbilt .07E 7 
The Recital—Model 8F15 : é : | Westinghouse 2 91% 
Powerful, 10-tube chassis with 2 y Nise ae | Whirlpool | 35% 
power rectifiers. Heavy-duty 4”’ Hs sal # | White Sewing 12 
x 6” oval speaker. Dual jacks , : tii. : | Zenith 1 122% 
for phono and multifiex FM “ aie AMERICAN EXCHANGE 
broadcasts. Separate AM FM ; $H Es Casco Pd. .30G 7% 
antennae. Smart styrene cabi- Se = Century Elec. /2 10% 
net in attractive sandalwood esas : 3 > ~ oo he 
. iets = H ero! ad. 4 
tone, $69.95 — ironrite .10G 5% 
Lamb. Ind. 3% 


*Manufacturer’s suggested list 


i] 
PARTS AND SERVICE GUARANTEED FOR 90 DAYS THROUGH Montz TV a 
YOUR AUTHORIZED SYLVANIA DEALER (SEE SYLVANIA WARRANTY) Silex Ya 
Singer 2.20 50% 55 
U. S. Air Condit. .O5E 4% 3 


MIDWEST EXCHANGE 
; Knapp Monarch 4% 4% 
Trav-ler Radio 10% 11% . 
Webcor 15 13% — 1h 


Subsidiary of A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959 plus stock dividend. 

. x . E—Paid last year. F—Payable in stock during 1959 estimated cash value on ex-dividend or ex-distribution date. 

GENERAL TELEPHONE & ELECTRONICS G—Declared or paid so far this year. T—Payable in stock during 1958, estimated cash value on ex-dividend 
or ex-distribution date. : 
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} This path leads 








See how Hoover's surprising new invention 
creates a whole new market for you... 














m toover’s New klect 








HOOVERS SURPRISING NEW INVENTION CLEANS UP THE DIRTIEST JOB IN THE HOUSE 


Washes floors and drinks up its own ser 





l. WETS the floor with 2. SCRUBS a VACUUM- DRYS 





apery ry ! ine ’ \, 
clean water and detergent: it thoroughly! it instantly: Now%pou can get rid of fm 
. Gets floors cleaner be- ...The nylon-bristle nozzle ... No rinsing, no wiping. mops, buckets, sponges, a 
cause the dirty water you swivelstogointocornersand Just push a button. Your brushes—and hard work. 
oe 
vacuum up is kept separate. under most everything. hands never touch water The new Hoover Elec- 








tric Floor Washer washes 
floors and vacuums them 
dry ... automatically. 





~~’ 





So easy! No heavy lift- 
ing. No mess, no hard 
work. Makes floor wash- 
ing a push-button job. 

Ask your Hoover dealer 
for a demonstration of 
this surprising new inven- 
tion. Yours for as little as 
$1.50 a week. 











This 4-color Reader’s Digest spread is just the beginning... 
see back page for the rest of Hoover's big advertising program 


tric Foor Washer 





m scrub water! 











HOOVER. 
ELECTRIC 
FLOOR WASHER 


by the makers of 
Hoover Vacuum Cleaners 











ginning ... 
ng program 


Opens a brand-new market in the 
big-ticket appliance field 


Here’s an opportunity for profit you never had before. Because 
the new Hoover Electric Floor Washer is not just another 
model but a brand-new kind of appliance. 


It’s not a question of “‘which brand will they buy.’”’ When 
you sell a Hoover Floor Washer, it’s an extra sale for you. A 
new source of profit on a big-ticket appliance. 


It’s an appliance your customers really want—because noth- 
ing else on the market will do the same job. And it’s an appli- 
ance you and your customers can trust—because it’s from 
Hoover, specialists in floor care for over half a century. 


Ends Back-Breaking Work 


Surveys show that over 89% of U. S. housewives still scrub 
bathroom and kitchen floors—all hard-surface floors—the old- 
fashioned way —on hands and knees, or with mops and brushes 
and buckets. And if you think they like that back-breaking 
job ... well, just ask your wife. 


But now these women can throw away their mops and 
buckets. Because the Hoover Floor Washer not only scrubs 
floors but vacuums them dry—thoroughly dry—and no mop 
can do that. What’s more, it gets floors cleaner, since it scrubs 
with clean water and detergent. The dirty water is kept separate. 


Every Woman Is A Prospect 


Just about every woman in your sales area is a potential 
customer! 


So cash in on this brand-new market. See your Hoover 
representative today . . . and stock up on the new Hoover 
Electric Floor Washer! Or write or phone The Hoover Com- 
pany, North Canton, Ohio. 





New Floor Washer Gets 
Biggest Advertising 
Push in Hoover History! 


| Nine leading national magazines. 


Reader’s Digest 
(4-color spread reproduced inside) 
Saturday Evening Post McCall’s 
Good Housekeeping 
American Home Parents’ 
House and Garden 


House Beautiful New Yorker 


—ads that will be seen by a total 
of 156,287,000 people ! 


| Network TV. Programs that will reach 


*| more than 1/3 of all the TV homes in the 


| United States. 


.| Spot TV in major markets. 


‘A | Plus ads in hundreds of local 
-| Newspapers! 


Cash in on this brand-new market and 
this big advertising push. 
See your Hoover representative. 


s HOOVER. 


Klectric Floor Washer 


HOOVER FINE APPLIANCES...around the house, around the world, 





Arvin Radios 


Here’s the style-and-engineering leader acclaimed by dealers 
and the industry—Arvin’s table model AM/FM Stereo 
Receiver with distinctive design, nine tubes, two speakers, and 
push-button control for AM, FM, FM Tuner, STEREO, PHoNo. 
Model 3586, selling steadily at $100.00* 


flonestly, have vou ever scen 


such take-me-home stylings 


It’s backed by perio 
that Has the wh 
world listening 

It’s yours exclusivels 
from Arvin 


for faster turnover! 


— 
Matching four-tube dual-speaker Amplifier- 
Speaker completes this stereo twosome. 


Model 1586, $49.95* 





This is Arvin’s new seven-transistor three-band “International” 
the world’s most powerful and handsomely compact portable 
for short wave, long wave, standard broadcast reception! Lever- 
type selector switch, whip antenna, push-pull, RF amplifier, 
battery-saver switch that increases power 10 times. Model 9598, 


a profit-leader at $100.00* 


Arvin is first to help you sell the new 
idea of smaller stereo records with 
the first 45 RPM stereo portable 
phonograph, complete with storage 
compartment! Matched speakers 
play through the unit’s hinges! Or 
separated, with connecting cable, 
for true stereo sound. Also play 1634 
monaural records. Model 8092 com-. 
A new concept in styling enhances the plete, only $69.95* 
sales appeal of this full-feature, five tube 
clock-radio! Automatic “‘on,” alarm set, 
slumber switch, 1100-watt appliance out- 
let. Model 5594, $34.95* 


Arvin Phonographs 


Arvin’s camera- 
size all-transistor 


portable sells 
on sight—and 
sound! Seven 
transistors, two 
diodes, big 3” 
high quality 


Rich, gold-toned accents highlight 
this four-speed automatic Arvin por- 
table phono, with matching stereo 
speaker optional. Performance? 
Recording artists seem real as life! 
Model 8093, at $79.95* 


speaker. Model 


9595 $39.95* Auxiliary Speaker. Model 1093, $14.95* 


NATIONALLY ADVERTISED IN LEADING MAGAZINES! 


Big, colorful ads pre- 
sell your customers, 
on Arvin’s complete 
lines of portable, table, 
stereo and hi-fi radios 
and phonographs. 
Get all the facts from 

jj your Arvin distribu- 
tor today! 


*Prices slightly higher in far West and South 


* 
Mwinh RADIOS AND 


PHONOGRAPHS 


Arvin also manufactures Portable Electric Heaters, Electric 

Fans, Electric Heating, Ironing Tables, Leisure Furniture, Bar- 

becue Grills, Car Heaters and Car Mufflers. 

ARVIN INDUSTRIES, INC. « Columbus, Ind, 
Electronics & Appliances Division 


ie SauUw 
cy SS | 


MILLIONS OF FAMILIES ENJOY ARVIN PRODUCTS 
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RONSON 0.F.L. SHAVER 
-- fated “tops” by 2 leading 
consumer testing magazines. 
Suggested retail price: $20.00 






































































































































GET IN ON 


RONSON SHAVERS 


GIFT DIVIDEND PROGRAM 


-_ 
LADY RONSON SUPERBE...newest, (f 
most beautiful lady’s shaver in the 
newest, most beautiful gift case. 
Suggested retail price: $16.50 


RONSON CORPORATION + WOODBRIDGE, N.J. «+ TORONTO, ONT. + LONDON, ENG. 
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JUST COLLECT RONSON SHAVER 
GIFT CERTIFICATES! 
It’s easy! No red tape! No delay! 


Now Ronson rewards dealers for stocking and selling C.F.L. and Lady Ronson Superbe Shavers. 


Each of these shavers shipped from the Ronson factory has a valuable gift certificate enclosed! 
The more shavers you buy, the more fabulous the prizes you get! 


Look at the exciting valuable prizes you get! 


3 Certificates = Two RCALP record albums! 9 Certificates = Six RCA LP record albums! OR: 12 Certificates 
ates — Four RCALP r 12 Certificates — Eight RCA LP record albums! One Executive Attache Case 


48 Certificates = Admiral Transistor Radio 


144 Certificates = Excelsior Electric Chord Organ 288 Certificates = Portable Dishwasher 432 Certificates = Admiral Food Freezer 


Certificates must be postmarked no later than January 15, 1960. 


Start buying... 0 N S ( 
start saving...now! c 
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‘Never underestimate the 
power of a trademark 


TOASTMASTER 


one 68 Pee Om 


Avitomatic. Woter Heaters 


M-GRANE 
EDISONA 


PAGE 32 


Among top-ranking trademarks 

there are few that enjoy greater 
prestige, more consumer recognition 
than “Toastmaster.” It’s a name that 
carries with it a reputation for better 
quality. In your water heater business, 
take advantage of the trademark that 
means longer life and better service. 
Sell quality . . . sell Toastmaster* 
Automatic Water Heaters! 


McGraw-Edison Company 


Clark Division, 5201 W. 65th St., Chicago 38, Illinois 


*"'Toastmaster” is ao registered trademark of McGraw- 
Edison Company, Chicago. Copyright 1959 by McGraw- 


Edison Company. 
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economic currents 


Consumers Think Boom 
Will Continue in 1960 


Consumers foresee good times ahead, although they 
are not quite as optimistic as in mid-1955 because of 
current worries about increasing prices. But, generally, 
people feel better off financially, they have higher in- 
comes, and they have less fear of unemployment. These 
are the latest findings of a survey of consumer attitudes 
conducted by the University of Michigan. 


This survey confirms what many people have known 
for some time, for the figures on consumer spending 
show that since the first quarter of 1958 consumer 
spending has been going up and up. Because of a revision 
in the statistics the actual level of consumer spending 
is higher than was thought earlier this year. And be- 
cause of the upward revisions, forecasts for the rest of 
the year have also been revised upward. Thus, it appears 
likely that consumer spending will reach $316 billion 
(annual rate) in the third quarter of this year and close 
to $320 billion in the fourth quarter. For the year con- 
sumer expenditures should average $318 billion. 


In line with their rising incomes consumers will spend 
an increasing amount for nondurable goods such as food 
and apparel and for services . . . medical care, transpor- 
tation etc. Even during the past recession consumers did 
not reduce their spending for these items as they did for 
autos and appliances. But durable goods purchases be- 
gan to rise at the end of last year and should continue to 
climb throughout the rest of this year. 

The annual rate of durable goods purchases for the 
second half of the year should amount to $46.5 billion. 
Thus 1959 should top the previous record set in 1957 by 
about $4.5 billion, bringing total spending for durables 
to $44.7 billion. 

The Michigan survey indicates that a far larger num- 
ber of consumers are thinking of buying major appli- 
ances than a year ago. It is well to remember that the 
survey is an indicator of trends rather than actual levels 
of buying. Thus, although it shows some consumer re- 
sistance to price increases, this will not be a big enough 
roadblock to keep 1959 from being a record year for both 
over-all consumer expenditures and for durable goods. 
And these record levels should carry over well in 1960. 
With consumer incomes reaching record levels appliance 
dealers are in a position to set new records. End 


“HE CAME HERE THREE YEARS AGO WITH SOME APPLIANCE DEALERS.” 
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YOU'VE GOT MORE TO SELL... 
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CHESTS UPRIGHTS “Duet” 
Model C-109 Model U-159 +3 a4 4 


Model C-149 Model U-209 REFRIGERATOR : a 

Model C-189 S Model BRF-209 ree 

Model C-229 4 THE ALL NEW 
; 6 CU. PT 


Model U-69 


TELL ME HOW | CAN SELL MORE 
BY SELLING BEN-HUR 


BEN-HUR MFG. CO. 
Dept. L9, 634 E. Keefe Ave. 
Milwaukee 12, Wisconsin, U.S.A. 


Title 


Address 
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HOW IS YOUR FREEZER BUSINESS? BEN-HUR SALES MORE THAN DOUBLED LAST YEAR! 
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From CBS Electronics comes 


THE NEW SOUND OF PLEASURE...THE NEW SOUND OF PROFITS FOR YOU 





Stereg! 














: 





MODEL 1156 Single Cabinet “Stereophonic Projection” Console. 


6 speakers—two 12”, two 8”, two 5", diamond needle, 


MODEL 1168 Single Cabinet ‘‘Stereophonic Projection’’ Console $ 00 
6 speakers—two 15”, two 8”, two 5”, diamond needle. 495 
record storage space. In mahogany $94995 Also in cherry and walnut 


record storage space. AM-FM radio. In mahogany, cherry and walnut 














“Stowaway” speaker operates 
either in remote position 

or stowed away in the 

back of main cabinet. 





























V 
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MODEL 1148 2-piece Stereophonic Console with “Stowaway” 


speaker. 4 speakers—two 6”, two 4” 


95 
in mahogany. Complete for $129 


Also in cherry and wainut. 








ELEVEN Stereo ALCONSOLES IN A VARIETY OF WOOD FINISHES. FROM? 129” 19 °495” 


From Columbia Phonographs comes authorita- 


tive leadership needed to develop full sales po- 
tential of high-fidelity stereophonic sound in 
home entertainment. Stereo 1 is another major 
advance from the laboratories of Columbia. It is 


THE ONE TO STOCK .. 


unquestionably today’s finest achievement in 
stereophonic sound. And it is unquestionably a 
tremendous selling opportunity for you. Stereol 
is advanced stereophonic sound and high fidel- 
ity. It plays all records... makes them all sound 





CONTACT YOUR 





COLUMBIA 
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better, richer—stereo or monaural. It provides 
ideal separation of sound for the exciting new 
stereophonic records... adds a new dimension 
of realism to monaurals. And it gives you a new 
selling advantage, a new profit advantage the 
industry has seldom seen. 


. THE ONE TO PUSH IS STEREO 1 BY COLUMBIA BECAUSE IT'S THE ONE YOUR CUSTOMERS WILL DEMAND 


DISTRIBUTOR IMMEDIATELY FOR A 
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NUMBER ONE IN THE WONDERFUL WORLD OF SOUND IN A 
AND PORTABLES SUPERBLY STYLED FOR TOP SALES APPEAL 











a re 
MODEL 1152 Twin Cabinet Stereophonic Console. x 95 MODEL 1012 4-speed high fidelity stereo portable. $ 95 
4 speakers—two 12”, two 5", diamond 229 Four speakers—two 6", two 3” 99 
needle. Complete for in mahogany. automatic changer, push-pull amplifier 
Also in cherry and walnut. 











ms —_. = : 24 
MODEL 1004 3-speed stereo portable. Two balanced 4” speakers. 
Tan and white, grey and white. $3995 


FIVE Stereo 2 PORTABLES PLUS TWO MONAURALS ... FROM °24°> to °1.39°° 
Stereo 1 will be supported by the most powerful advertising and promotion campaign ever run by Columbia 


MAGAZINE ADVERTISING | RADIO § TELEVISION | NEWSPAPERS | DEALER DISPLAY AND 
PROMOTION 


PROGRAM TAILORED 10 YOUR STORE AND YOUR MARKET 


COLUMBIA PHONOGRAPHS - CBS ELECTRONICS, 405 PARK AVENUE, NEW YORK 22, N. Y. - A DIVISION OF COLUMBIA BROADCASTING SYSTEM, INC. 
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MORT FARR SAYS: 


What Must a Dealer Do 
To Sell Color 


? 


H: must do a number of things, none 
of them at all difficult. 


FIRST, he must believe. He has to 
believe that color TV is perfected, that 
it is on a high technological plateau and 
he must be enthusiastic about its per- 
formance and its sales possibilities. 
Wherever I have found a dealer who was 
sold on color TV himself, I find his sales- 
people sold, his customers buying and the 
dealer making money. 


SECOND, the successful color dealer 
must own a color television set himself. 
He must find out in his own home, as our 
customers do, that when one owns a color 
set it is used more, and more people watch 
it than they do a black and white set. The 
big question becomes, “what's on in color 
tonight?” 


NEXT, get your salespeople and other 
employees to have a color set in their 
homes, A distributor should make it pos- 
sible for these people either to borrow sets 
or make some arrangement so that they can 
buy one at the lowest price and on terms 
that they can afford. When a salesman 
can tell a customer that he owns a color 
set it goes a long way in establishing con- 
fidence in the product. 


THE NEXT THING that is important is 
to have an adequate display and identify 
the color sets in some dramatic fashion. 
When not operating a color set looks just 
like any other set, so some means must be 
taken to tell your customers that you have 
a good selection of sets to choose from. 


NOW COMES the all-important matter 
of demonstration. The demonstration fa- 
cliities should be comfortable and properly 
lighted. Too much daylight or fluorescent 
lighting can wash out the finest color pic- 
ture. Make sure that the antenna is ade- 
quate and that there are no ghosts. Ghosts 
can kill the finest color TV signals and 
while annoying on biack and white they are 
ruinous to color TV reception. The set or 
sets to be demonstrated should be ad- 
justed perfectly so that both the black 
and white pictures and the color pictures 
are the finest obtainable at all times. In 
making a demonstration it is important 
to make it look easy to operate. Point out 
the ease of tuning and show that there are 
just two additional controls and that they 
can be set and practically left alone and 
that no adjustment is necessary to change 
from black and white to color programs 


Mort Farr, Upper Darby, Pa., dealer and 
chairman of the board, NARDA. 


or vice versa. Never fiddle with the con- 
trols or make constant adjustments while 
showing a set to a prospect. Explain that 
there may be a difference in lighting or 
focus at the station end and that the pic- 
ture will be perfect again when adjust- 
ments are made at the studio. Assure 
them that there are going to be many im- 
provements in broadcasting and trans- 
mission that will make the set perform 
even better in the future. Try to have a 
set operating at all times when color pro- 
grams are on the air, so that the set is 
performing at its best and will attract 
many customers itself. A color TV pro- 
gram schedule should be posted promi- 
nently and all sales people should be 
familiar with the times that are best 
suited to demonstrate. We find it advan- 
tageous to mail a monthly color schedule 
to our color set owners and this has re- 
sulted in many leads. If a customer shows 
an interest in color, be sure to advise 
them when a color program will be on and 
invite them back, or better still, if they 
are a qualified prospect and can afford a 
color set, offer to put one in their home. 
If properly set up, the set will sell itself 
and we have closed 8 out of 10 which we 
have installed for interested prospects. 


ALWAYS call attention to _ color. 
When a customer comes into our store 
to look at television the salesman 
asks, “black and white or color?” This 
naturally attracts attention to color and 
many people who had not even thought 
of color at least accept our invitation to 
look at it, and we can always come down 
to black and white. We have sold a lot of 
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color sets just that way. People who have 
bought color sets are happy with them 
and one of the best ways to convince oth- 
er customers is to solicit written testi- 
monials from owners. 


SELL A SERVICE POLICY with each 
set. This insures customer satisfac- 
tion and actually proves that you do 
not expect many calls if you give them a 
flat rate that covers all calls for 90 days 
or one year. We sell a 90 day policy for 
$29.50 or a full year’s for $69.50, which is 
less than we used to charge for a 10 inch 
black and white set. At these prices. and 
with parts and picture tube guaranteed 
for a year you can make a nice profit on 
the sale of contracts as present sets are 
relatively trouble-free. 


AS THERE is no particular type of cus- 
tomer who buys color TV, you must ar- 
range to make it convenient for an 
average person to buy. It is not the 
rich person who buys color TV sets, and 
over 40 percent have been sold to people 
with incomes under $7500 a year. We 
have arrangements with several banks 
and finance companies to finance color 
sets for 36 months and neither we or they 
have any fear of obsolence or dissatisfac- 
tion. I think it’s important to know that 
the sets we are selling are perfected. 
They will go down in the history of the 
business as the finest. I do not expect any 
major break-thru in design for some 
years to come. Engineers simply do not 
know how to build them better. It should 
also be stressed that they are not over- 
priced. 

We sell all kinds of appliances and 
stereo equipment in addition to TV, and 
last year our dollar volume in color TV 
set sales accounted for 16 percent of our 
total sales, which was more than our vol- 
ume in automatic washers. In December 
of 1958, color sales accounted for 40 per- 
cent of our total volume and helped make 
that month the greatest in our history. 
We confidently expect to double our color 
TV set business in 1959 over 1958, and 
from the recent interest by the public it 
looks like we are sure to achieve that 
goal. We are looked upon as the leaders in 
color TV sales by customers in our mar- 
ket and will cash in when the mass buying 
really starts, as all pioneers always do. 
The dealer who believes in color and 
identifies himself with it will enjoy a 
greater bonanza than those of us who 
were in it did in the early days of black 
and white. End 
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award for biggest 


kitchen sales 
of the 
season goes to... 


tam 





new mar- “resistant laminae ®) 


YOUNGSTOWN KITCHENS 


When Youngstown Kitchens new Woodcharm line made its appear- 
ance on dealers’ floors this season customers reacted instantly! 
Here were the wood styles they wanted backed by durable and 
easy-to-clean Youngstown Kitchens steel cabinets. 

The new smart laminates looked exactly like wood and yet 
couldn’t be harmed by grease or dampness, resisted stains, scuffs 
and mars...refused to splinter or warp...and washed clean with 
soap and water. Consumers were completely SOLD! 


Amenican-Standard |=" 


YOUNGSTOWN KITCHENS DIVISION 
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More dealers have reported sales success with mar-resistant 
laminates than any other kitchen. That’s why this year we’re 
giving you the biggest opportunity ever to promote the kitchen 
women want most. National advertising will tell your customers 
about the new Woodcharm line. Active promotion programs are 
ready now to help you sell. Contact your Youngstown Kitchens 
Sales Representative and get ready for bigger than ever sales! 
Immediate delivery from over 80 convenient distribution points. 


American-Standard, Youngstown Kitchen Div. 
Dealer Dept. EM99, Warren, Ohio. 


Please rush me latest sales information on your Woodcharm Kitchens 


Address. 
City 
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One-second performance 


The revolutionary 
“Instant Heat” 
et 
originated, pioneered : 
and PROVED 


by Toastmaster! 


extra-profit offer ¥ 
stmaster dealers 
FREE 
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e . your 
(retail $19.95) with y 12 B 


Special 


tr 
tron Demons 
i veautiful — 
display to 
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low cost 
distributor. 
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Just turn it on and 


watch it sell for you! 


Toastmaster’s “Instant Heat”’ element is 
more than a product improvement. It’s 
a dramatic, effective sales device. Just 
turn on any Toastmaster heater and let 
your customer feel the instant surge of 
hot air that leaps out. It’s a real selling 
demonstration ! Use it to build your heater 
sales volume. 

Make this your BIG year in heater 
sales. Stock all 3 Toastmaster heaters— 
each featuring the revolutionary ‘Instant 
Heat”’ element. Each heater comes in 
decorator-styled rose-beige baked enamel; 
all are packed one-to-a-carton for easy, 


low-cost handling. 


_ Let your customers see and 


Check these 


AUTOMATIC HEATER 


features: 





Both Radiant 
and Blower 
Forced Heat from 
vented, polished 
reflectors, and 
super-efficient 
blower (not an 
ordinary blade 
fan). 








Automatic Ther- 
mostat Control 
turns heater on and 
off to maintain de- 
sired temperature. 








Floor-Level Air 
Intake takes cold- 
est floor-level air 
—heats it, circu- 
lates it instantly ! 











Tip-Over Safety 
Switch (all 3 mod- 
els). Current cuts off 
automatically if 
heater is acciden- 
tally overturned! 





Piace your order now with 
and take advantage of the 


k Cell Your Toastmaster 


SEPTEMBER, 1959—ELECTRICAL MERCHANDISING 

















feel ‘“‘Instant Heat’’ in action 








~ er be : 











DE LUXE 
2-ELEMENT 
AUTOMATIC 
HEATER 
MODEL 9A2 







































































1650 or 1320 Ww. 


«a “ 
ee s z Be. ‘ is 
COMPACT 9 
AUTOMATIC = 
MODEL 981 * 1320W. 


These heaters have PROVED they sell themselves eee : 
.. make sure YOU get those sales! MODEL 9C1 * 1320W. 


your Toastmaster distributor ¢$ the 
special Toastmaster heater deals. a. & J s 


Ramage Prices 


Distributor, Today TOASTMASTERT me a 


COMPANY 
istered trademark of McGraw-Edison Company, Elgin, Ill. and Oakville, Ont. © 1959 
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Look! 


A clock with 
built-in 


(It wakes only one... 


lets the other sleeper sleep!) 


You'll say “Why didn’t someone think of 
| @ this before?” Few of us like to be awakened — 
gee ¥ especially when it’s not yet time to get up! 
So Sessions has done something about it. 
The LOVE-ALARM awakens only the one who 
must rise and shine ... lets the other 
sleep blissfully on until it’s his (or her) time 


Wonderful for the man who must get up for an early 
appointment ... for the man whose wife has been 
up much of the night with the baby . 


for the student who has an earlier class than 
the others ... for business girls who room 
together and must arise at different times. Yes 
for the man, too, on a morning when he 

can sleep late while his ever-loving mate gets 


breakfast for the youngsters. Every home 
should have one... and it makes a wonderful gift, 
too! SESSIONS LOVE-ALARM (the only alarm clock 


with an under-pillow attachment) is another 
unique development from the company that’s 
starting a Revolution in Time... The 


Sessions Clock Company Forestville, Conn 
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f 39” HOTPOINT RANGE MODEL RC-292 
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’ Your cost on this new 39° Hotpoint range 
_~ 18 SO LOW YOU'LL NEVER BELIEVE IT. 


’ Call your Hotpoint Distributor today ea 
f wo get all the amazing details + 
on this terrific sales maker 


a 


| ...and backing up this tremendous range, 
ie “SA sales-building promotion complete with? 
a we oe 
w Powerful Newspaper Advertising Campaign — 
VERSATILITY—Big 6 qt. Deep Well Thrift Cooker for © Sure-fire traffic-building premium are 
soups and stews —or Calrod® heating unit can be . 


raised for surface cooking. . “e.Prospect-pulling promotional ideas > 


COOKING ACCURACY-—Nationally-advertised Calrod® a Colorful Display Materials ay 
Recipe Heat units with “heat as accurately measured - 
as recipe ingredients for better results every time.” y Everything you need * 


; : ee 
COOKING EASE—Color-keyed pushbuttons. i for bigger Hotpoint range sales 


COOKING SPEED —2600-watt unit. ity ‘ Contact your Hotpoint Distrib 
COOKING CAPACITY—Wide Super-Oven cooks banquet-size meals. lg today for Losartiaad dotalts, 


CLEANABILITY—Surface units have special Stay-Up hinges. Oven bake and mae boy 4 at —. 
broil units pull out. 


CONVENIENCE—Oven timing clock, minute timer, two appliance outlets. 
GIANT STORAGE—Full-width drawer on bottom, utensil compartment on side. 
EYE APPEAL— Deluxe fluorescent-lighted back panel, modern styling. 


Hotpoint dealers’ profit opportunities are greater than ever...if you're not a Hotpoint dealer, you should be. My 


LOOK FOR THAT DIFFERENCE! ( your Curtomenrs do!) 


A Division of General Electric Company, Chicago 44, Iilinols 
ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * CUSTOMLINE® 
DISHWASHERS + DISPOSALLS® * WATER HEATERS *« FOOD FREEZERS + AIR CONDITIONERS 
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ROPER 


Roper (George D.) Corp. 








_ 


YOUR BUSINESS 


and your builder customers 


That’s why these advertisers use 
PRACTICAL BUILDER to help you sell more! 


As a dealer in their products, you are very important to these 
appliance manufacturers. They go to trouble and expense to help 
keep your profits rolling in, because the more you sell... the 
more they sell. 

They advertise in PRACTICAL BUILDER because the builder is 
important to them, too. According to a Bureau of Building Market- 
ing Research study, builders will include in 1959 new homes 
455,000 range and oven units, 377,000 dishwashers, 585,000 garbage 
disposers, 208,000 automatic washers, 130,000 clothes dryers and 
dozens of other products.* Builders are a strong influence in the 
selection of appliances and other modern conveniences used in 
home modernizing and remodeling also. 

PRACTICAL BUILDER reaches more builder buying power than 
any other magazine. The advertising the manufacturers, whom we 
salute here, place in PB will work best for you if you push the 
products they are helping you sell! 


Practical Builder 


The only magazine edited exclusively for builders 


5 South Wabash Avenue, Chicago 3, Illinois 


Offices in New York, Cleveland, Miami, San Francisco, 
Portland and Los Angeles 
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Biggest Selling Idea 
in Room Air Conditioner 


History! 


FRIGIDAIRE 


STEREO-COOLING f 





A natural tie-in with the fastest- -erowing 
merchandising rocket! 


Wait for om. / 
: 60) FRI GIDAIRE Room Air Conditioners | 
BN “Lévancect yee with yous in mind 























AGLI 
OF STEREO SYSTEMS! 


DY- Val lale me mlal-mn aged an The Stereo Leader-V-M 





e MAGNIFICENT NEW STYLING! HERE’S A GORGEOUS ARRAY OF 
e AUTHENTIC STEREOPHONIC FINE-FURNITURE CONSOLES— 
HIGH-FIDELITY! PORTABLE STEREO SYSTEMS— 
e EXCITING NEW FEATURES! STEREO TAPE RECORDERS 


DESIGNED TO SELL! 


the woice © of TE-TT o- 





s SPEAKER SYSTEMS C = CENTRAL UNIT 


The Versatile ‘Stereo/Modular’ High-Fidelity 
Stereophonic Series 


There are so many ways these marvelous stereo- 
phonic systems may be arranged! Whatever arrange- 
ment you select will provide a High-Fidelity stereo- 
phonic phonograph of supreme proportions in both 
musical reproduction and in styling. You may use 
them as integrated consoles or you may separate the 
speakers to suit your stereophonic listening. 


V-M Model 582 in Genuine hand-rubbed Cherry 
$365.00 List t 

V-M Model 581 in Genuine hand-rubbed Mahogany 
$360.00 List t 


V-M Model 580 in Genuine hand-rubbed Walnut 
or ‘Sahara’ Blonde $350.00 Listt 


Two Superb Fine-Furniture Styled High-Fidelity 


hand 
Pitaat 


337A GS 


Stereophonic Consoles 
Delightful are the flowing lines of these charming self-con- 
tained stereophonic systems. Here is magnificent cabinetry 
executed with the utmost taste and grace. 


- mT 
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#V-M Model 812 in Genuine hand-rubbed Walnut $309.95 
Listt or ‘Sahara’ Blonde $299.95 Listt. 

Available with quality AM-FM Tuner as Model 912 
Blonde $399.95 List} Walnut $409.95 List? 


| 
t 


V-M MODEL 581 
#V-M Model 815 in Genuine hand-rubbed Cherry 


$279.95 List t 


All Of These Quality Instruments Contain 
These Famous V-M Features! 


‘Stere-O-Matic’ Four-Speed Automatic Record Changer ® 
Siesta-Matic Shut-Off @ Tri-O-Matic Spindle @ Dual-Chan- 
nel Amplifier @ Dual Stereo-Directional Speakers # Dia- 
mond Needle @ All exclusive V-M Controls 


You Just Can’t Go Wrong When 
You Display This Prestige 
Showcase of Quality 








V-M MODEL 812-912 V-M MODEL 815 








LP REEL 


SPEDE 


Fee 











vit 


by the Voice 


of Music 


. a new line—a complete line—a line that fills every 
customer need! That’s the glittering V-M line for ’59. 
From the superb ‘Stereo-Fidelis’ Master Console to the 
jaunty lower-priced portables, V-M has packed this high- 
wide-and-handsome array of magnificent instruments 
with inspired styling, outstanding features, glorious perform- 
ance! Even a quick glance at these pages will convinc- 
ingly prove to you that the V-M line will attract more 
prospects, build bigger sales and better profits for you! 


COMPARE! FEATURE FOR FEATURE 





YOU CAN'T BEAT V-M! 


V-M/MODEL 1002 IN GENUINE HAND-RUBBED MAHOGANY AM-FM/STEREO-PHONO/STEREO PLAY TAPE RECORDER COMBINATION 


The Magnificent ‘Stereo-Fidelis’ High-Fidelity 


Stereophonic Master Consoles 


In one magnificent cabinet is your complete home music 
center. Look at these outstanding features! 

Automatic Clock Timer # Dual Channel Power Am- 
plifier ® Function Switch # Tone-O-Matic Loudness 
Controls @ Separate Bass/Treble Controls = Balance 
Control # Dual External Speaker Outlets = Easy to use 
Selection Panel # AM-FM Tuner with Automatic Fre- 
quency Control @ Pilot Light # Twin Multi-Speaker 
Systems. 


Changer Features: 
‘Stere-O-Matic’" Four-Speed Automatic Record Chang- 


er @ Tri-O-Matic Spindle # Diamond Needle @ Siesta- 
Matic Shut-Off # 45 rpm Spindle Adaptor 


Tape Recorder Features: 


Stereophonic Playback # Four-Track Monaural Record 
and Playback # Dual Pre-Amps @ Microphone Jack # 
Microphone and Stand # Dual Speeds = Monitor Jack 

Pause Button # Mikemixer = Storage Compartment. 


V-M/MODEL 1001 IN GENUINE HAND-RUBBED WALNUT 
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V-M MODEL 314 


Look At This Fabulous A rray Of New Portable Stereo Systems i 


These top-performing V-M completely portable stereo systems are func- 
tional in every way. Styled for beauty and engineered for practical use 
they’re knock-outs for sales! Stock them! Sell them! 


V-M Portable Stereo System— Model 314 (above) 
@ A big 54” speaker in each detachable section & Stereo Power Amplifier 
®@ World-acclaimed V-M Automatic Precision Record Changer @ Plays 
all stereo and monophonic 33 and 45 rpm records @ 45 spindle adaptor 
only 19 lbs. @ Tone 
Contiol—both channels simultaneously &® Mojave Brown and White 


Complete $79.95 List t 


included ® Dual-Loudness Control @ Lightweight 


washable leatherette case 


V-M Portable Stereo System— Model 312 
@ Four big 5” speakers—two in each detachable section & ‘Stere-O 
Matic’ Four-Speed Automatic Record Changer ® Plays all stereo and 
monophonic records & 45 Spindle Adaptor & Dual-Loudness and ‘Reject- 
O-Matic’ Controls & Tone Control—both channels simultaneously & 
Caribbean Blue and White washable leatherette. Complete $109.95 List t 


V-M MODEL 312 


V-M Portable Stereo System— Model 301 
@ A 6” speaker in each detachable section @ Plays all stereo and mono- 
phonic 45 and 16 rpm records & Dual-Loudness Control & Only 16 lbs. 
light & Tone Control—both channels simultaneously ® Charcoal Gray 
Complete $59.95 List t 


V-M ‘Ultra-Deluxe’ Portable High-Fidelity 
Stereophonic Phonograph, Model 557 
@ Two speakers: 8” and 5” x 7” @ 25-Watt (Peak) Push-Pull AC Ampli- 
fier @ ‘Stere-O-Matic’ 4-Speed Automatic Changer @ Stereo Cartridge 
® Controls deftly located in fashion-styled handle @ External Output @ 
In Blue-Gray ‘Fabrikoid’ Case $139.95 List t 
V-M Auxiliary Amplifier-Speaker System, Model 162—perfectly 
compliments Model 557 $49.95 Listt 


STOCK THE HOT LINE - 
THE V-M PORTABLE STEREO LINE! 


and Explorer White leatherette case 
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Look At These Superior Sales-Getting 
Stereo Console Systems 


V-M High-Fidelity Stereophonic Console, 
Model 801—the ‘Contempo’ 

@ A 3 speaker system: 12” and 8” woofers, 3.5” tweeter @ Dual- 

Channel Pre-Amplifier and 2 Power Amplifiers—50-watts (peak) 

output @ ‘Stere-O-Matic’ Four-Speed Automatic Changer & Stereo 

Cartridge and Diamond Needle @® Unique V-M ‘tone-o-matic’ 

Loudness Control & Balance Control & Inputs for tape recorder, 

tuner, phono, TV @& Hand-rubbed cabinet in Blonde or Walnut 
$249.95 List t 

(Available with AM-FM tuner as Model 901. In Blonde or Walnut 
$354.95 List t 

V-M Auxiliary Speaker, Model 11—perfect match for the 

‘Contempo’ $67.50 List t 


V-M High-Fidelity Stereophonic Console 
Model 802—the ‘Capriccio’ 

Not illustrated) Contains same outstanding V-M features as the 
‘Contempo’. Exquisite, Provincial styling of fine-furniture cabin- 
etry in choice, select Mahogany accented with burnished brass. 

$269.95 List t 

Available with AM-FM tuner as Model 902 $379.95 List t) 


V-M Auxiliary Speaker, Model 12 (Not wen sali vis ~— vas “7 





Perfect style-match for the ‘Capriccio’ 








V-M MODEL 557 V-M MODEL 162 V-M MODEL 801, 901 V-M MODEL 11 


V-M High-Fidelity Stereophonic Console, Model 811 
@ Two powerful speakers: 12” woofer, 3.5” tweeter ® Dual-Channel 
Push-Pull Amplifier—12 watts (peak) output & V-M’s famous 4- 
speed record changer ® Stereo Cartridge ® V-M ‘Tri-O-Matic’ 
Spindle ® ‘tone-o-matic’ Loudness Control, Balance Control, 
‘Siesta-Matic’ Control &@ In Blonde, Mahogany or Walnut 

$179.95 List t 
V-M Auxiliary Speaker System, Model 14—available in same 

A wood finishes as Model 811. Contains identical speaker system. 
, $55.00 List t 


V-M High-Fidelity Stereoph Phonograph, Model 564 


®@ Two powerful 8” Speakers ® Dual-Channel Push-Pull Amplifier 





16-watts (peak) output ® Famous V-M 4-Speed Record Chang- ° 
er BStereo Cartridge ® ‘tone-o-matic’ Loudness Control, Balance 
Control, Treble /Bass Dual Control, V-M ‘Siesta-Matic’ Control. ‘ . 
Blonde or Mahogany $159.95 Listt 
Walnut $164.95 List t " 
Ebony $169.95 List} e 
(Black or Brass legs, available as accessory, convert Model 564 to F 
a consolette.) 
V-M Model 27, ‘Fidelis’ Accessory Speaker System—contains mse pinion via mOenL oF 


two 8” woofers and a 3.5” tweeter. Walnut, Blonde, Mahogany. 
$49.95 List t 


V-M MODEL 166 


Greater Tape Recorder Sales With These Top Selling — Best-Performing — Style-Pleasing Recorders! 





You can’t go wrong when you stock, display and sell V-M These Are The Top Features Of ‘Tape-O-Matic’ Tape Recorders 
‘tape-o-matic’" Tape Recorders— America’s fastest selling 
recorders! Look, test and compare V-M! You’ll find that, 
feature for feature, they are the best! 


Plays stereophonic tapes = Record and play-back on 
four-tracks # Simple Push-Button Controls = Cathoptic 
Tuning Eye for professional-quality recording results 
Precision Tape Index Counter # High-Fidelity Speaker 
V-M Four-Track ‘tape-o-matic’ Stereo Play Tape Recorder Systems # Quality Microphone and Accessories Included 

Model 720 


Completely portable, you can carry the Model 720 wher- What An Array Of Products! What A 
ever you go! Attractive blue-gray two-tone leatherette Terrific Profit Potential! 
carrying case $225.00 List t 

V-M StereoVoice Auxiliary Speaker Model 166 exactly matches 

the recorder and completes the stereo system........$75.00 Listt 


V-M Four-Track ‘tape-o-matic’™ Stereo Play Tape Recorder 
Model 755—The ‘Celeste’ 


Charmingly styled to grace the finest living or music 
room! Exquisitely finished in a choice of Blonde, or Ma- 
hogany. Optional Brass or Black legs convert it to a stun- 
ning consolette $275.00 List t 


V-M StereoVoice Accessory Speaker Model 165 completes your 
stereo system se tir oan wee $85.00 Listt 


FOLLOW THE STEREO LEADER— 
FOLLOW vV-M! 


V-M MODEL 165 


your choice for music is— 


id al-we sel tet— 


V-M CORPORATION + BENTON HARBOR, MICHIGAN + WORLD FAMOUS FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 





Electrical 
Merchandising 


You will make more money in stereo 





and TV this fall if you know 


How To Let the Cabinet 
Sell the Set 


Why Must You Sell Furniture This Year? 


Because industry’s upgrading and push for profit 
will allocate almost 50 percent of the TV mix to con- 
soles. A record number of “furniture” consoles will 
wear tickets from $350 to $500 ... Because the 
phonograph industry has “gone to wood.” Two million 
pieces—40 percent of units—will be combinations 
and high end models from $289 to $700 . . . Because 
cabinetry alone will mean $100 to $150. To get the 
high ticket, you’ll have to sell the cabinet. 


When You're Selling Furniture You’re Selling Beauty. 


Furniture men say: “We don’t sell machines. We 
sell beauty. Beauty first; then storage, durability; 
pride of ownership. But beauty first. Beauty you can 
see, you can touch, you can feel.” When the woman 
asks: “So where’s the $100 difference,” you’ve got 
to sell beauty . . . beauty in wood, . . . beauty of 
wood, . . . In previous years, line folders were sim- 
ple, offered ““ST21-409 in mahogany, cherry, oak, wal- 
nut.”’ This year the lines go one step further. The copy 
now says “ST21-409 in Traditional, French Provin- 
cial, Modern, and Danish styling.” You’ll have to 
prove the piece is as authentic as the copy says; that - 
it has the beauty of design detail that warrants the 
label . . . and the added cost .. . 


Here’s How You Can Learn To Sell Furniture’s Beauty. 


Detail is the key to beauty. To communicate beauty, 
you’ve got to learn to see beauty; to see detail; to use 
the words that describe the beauty of wood, beauty 
of design. To close at $449, it might help if you can 
use with authority words like “cabriole,” “Sheraton,” 
“gallery rail,” “reeding,” “close grain.” This fall 
“fine tuning,” “printed circuit,” “stereo cartridge,” 
“dual channel,” won’t be enough. There’s beauty in 
cabinetry ; there are dollars in detail. The pages which 

By JAMES J. CASSIDY follow will help you see them both. 





HOW TO PICK ATV SET 


ELECTRICAL MERCHANDISING’s handy guide to furniture styling in today’s stereo and television sets 
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SCANDINAVIAN 





DESIGN DETAILS 


. Elegant, graceful detail from formal English pieces. 

|, 3. Bracket foot from Chippendale cabinets of 18th Cen- 
tury; spade foot of same period Hepplewhite 

. Straight skirt from angular line of Sheraton. French Court 
influence brought curves to later pieces. 

. Deep angular carving in panels, grille cloth frames. 

. Columns often reeded (grooved, as in Greek temples.) 

. Block front (recessed side panels) is Federal American in- 
novation picked up by English craftsmen. 
Extended top edge, often squared, often bevelled, is adap- 
tion of Chippendale “flared shoulder” styling. 


. Informal look. Basic lines were simplified by rural crafts- 
men from high French Court styles of Louis XV. TV, stereo 
cabinets based on rural dry sinks, wine chests. 

. Cabriole leg is standard. Shaped like an S, it curves out at 
knee, in at ankle, out at foot. 

. $0 is curved, shaped skirt. In pure form, hem is raised but 
more often is jigged from flat edge; outlined. 

. So are carved, gracefully curved frames around grille 
Cloths and solid door panels. 

. Note lighter tone hardware to blend with lighter wood. 

). Bevelled, extended top, often serpentine as in skirt. 


. Informal originals and copies by colonists of 17th Century 
Europe styles (Jacobean, Queen Anne, earlier Louis) a cen- 
tury before Colonial and Federal (formal) furniture eras of 
great American designers like Duncan Phyfe. Spice chests, 
dry sinks, are popular types for TV, stereo. 

. Ornately turned leg was hallmark. Banister, baluster, 
Spool, bead turnings show as support and decoration. 

. Gallery rails (also called galleries) used often in both 
solid and banistered forms on three top sides. 

. Skirt and panel frames: often- straight, but. often take 
simple scrolling and the leg from French Provincial. 


. Severe, straight, unadorned, functional look. 

. Straight legs; often inset from corners; often round ta- 
pered, tipped; often angled. 

. Squared top, flushed with sides. Simple columns. 

. Light metals prominent in support and panels. 

. “Contemporary” means Modern softened by slight flavor 
detail from different period. Here Modern gets Traditional 
touch with line from 18th Century bracket leg. 


. Scandinavian includes both Danish Modern and Swedish 
Modern. Overall look is sometimes severely square; some- 
times smooth, curved, sculptured. Ornamentation is min- 
imum. 

. Louver slats and cane grilles prominent. 

. Legs project outside line of cabinet. Edges usually rounded, 
softened. 

. Stretcher (connecting piece between two legs) is most 
prominent design feature. Stretchers are often thick, 


DECOR 


© Most often mahogany, favorite wood of 


18th Century craftsmen, Chippendale 
used it almost exclusively. 

Mainly elegant veneers in flat surfaces, 
solid in exposed framing. 

West Indian mahogany is rare, best for 
solids; Central and South American has 
less texture — is plentiful; African most 
highly figured and is favorite for veneer 
use. 

Mahogany responds well to fine finishes. 


Cherry favorite wood of style. Large sur- 
faces usually veneers of cherry, of other 
fruitwoods and walnut stained to cherry 
tones. 

Skirts and cabriole legs, panels and col- 
umns solid cherry in best pieces. 
Popularity of Provincial in last decade 
has made cherry third or fourth most 
popular furniture wood. 


Hard, or sugar maple is close grained. 
Favorite today and was in 16th and 17th 
Century originals preserved as antiques. 
Often used solid. 

More highly grained “Birdseye” maple — 
figure of eye of bird appears in repeating 
pattern in museum pieces — is rare and 
prized for veneering. 

Birch, similar in grain to maple, is often 
used solid and stained as substitute. 


Most limed oak and other bleached woods 
appear in cabinets styled as Modern. 
Unusually open, large pores and other 
texture qualities make oak most mascu- 
line of woods — hence English oak pan- 
elling of offices, clubs, etc. 

Before swing to mahogany, oak was 
favorite in English 16th and 17th Century 
and showed strong in same period 
French, Spanish pieces. 
Contemporary uses whole wood range. 


Light, plain, dull finish walnut and teak 
were woods of Scandinavians, though 
dark stained oiled walnut often appears. 
Trunks of walnut trees produce long, soft 
pleasing grain for veneering of flat areas. 
Strong wavy grain veneers come from 
stumps (one good one in a hundred) and 
from burls — which are really mole-ike 
growths in trunk. 


wooD 


© Mixes well with any formal 
room of darker 18th Century 
furnishings. 
Styles of Chippendale, Sher- 
aton, Hepplewhite roughly 
constitute Georgian period 
of England and would blend 
with earlier Queen Anne 
and later (still pre-Victorian) 
American Federal of Duncan 
Phyfe. 


Blends with other informal 
Styles: Early American and 
Pennsylvania Dutch. 

Color is also point in mixing 
Styles. As they mix with 
nearest period styles, so do 
they blend with nearest color 
woods. Least elaborate Pro- 
vincial pieces, for instance, 
would blend with informal 
Modern if color were close, 


Would blend with French 
Provincial and other informal 
styles. 

Both New England and Dutch 
versions of American would 
mix. Simplest American might 
make it with Shaker Modern 
— or with most Shaker bar- 
ring the severest pieces. 


Difficult to say since Modern 
includes so many variables. 
Color — especially blonde 
would be problem. Might mix 
with lightest walnut, maple, 
cherry; rarely mahogany. 
Darker, less angular pieces 
could blend with Scandina- 
vian, Shaker. 

Contemporary can blend with 
its base period and Modern. 


Blends with: other informal 
and casual periods which 
lean to simpler line. 

Decorators broaden rule and 
say that Scandinavian blends 
well in either informal or 
formal rooms as long as no 
definite stylization is evident. 


exaggerated. Often with legs, they form cradle for set. 


© Walnut was widely used in Early Amer- 
5. Extended top most often bevels to underside. 


ican, Victorian, 18th Century French. 














Let The Cabinet Sell the Set ....... 


Tue DAY has come in the TV-hi-fi business, 
when your wife can walk through the Chippen- 
dale wing of the local Smithsonian, stop, point 
and gasp to her friend: ‘‘My gosh, Marge. Harry 
bought six of those from Alpha Distributors.” 

She’s right. “Authentic furniture” is promi- 
nent in the high ends of both TV and stereo lines 
this year. Harry bought the six because he 
figured he could make a buck. His problem is 
how to get the big ticket when there are cheaper 
units on his floor which have just as good TV 
pictures on them and just as good sound coming 


from their speakers to entice the prospect. 

This material on these pages is designed to 
help Harry see what he’s bought, to help him 
find the words to sell it. The basic premise is 
that he has to sell the beauty of the authentic 
period furniture built in this year’s line. The 
dollars are in the details. So we’ll break beauty 
down into details. First into beauty of authentic 
design or style. Second into beauty in and of 
wood. We'll try to give Harry some words that 
furniture men use in romancing the high ticket 
of authentic styling. 


I. Sell Beauty in Design 

People want and will pay for good design. 
Industry has seen Zenith (with its most 
successful $500 Designer Group at the top 
of its TV line) and Motorola (with the 
Drexel groups at the high end) put au- 
thentic design into cabinetry and sell all 
they can make. The theory is that a good 
segment of the market has been buying 
purely functional models (portables) 
simply because there was no really good 
TV-stereo furniture available. 

The whole industry is out to test that 
theory this year and is offering good 
furniture. To get that business you sell 
more than picture and sound. You sell the 
beauty of furniture styling. You sell snob 
appeal. You sell pride of ownership. You 
sell authenticity. 


How Do You Sell Quality in Furniture? 
By showing it for what it is. By defin- 
ing it so that people can see the beauty, 
the authenticity, the good taste that’s 
there. Show them craftsmanship detail so 
that they can appreciate why it costs 
more. How? As with any quality fea- 
ture. Use the nomenclature of quality in 
talking quality. With period furniture 
you can have a field day. The following 
primer will help you build the quality 
story. You can use it as a start toa 


deeper study of furniture or as a check- 
list for name-dropping. In either case, 
you'll be able to say at least more than 
“Isn’t that a gorgeous cabinet, lady?” 

A word of caution. If you’re armed 
only with this primer, don’t get into ar- 
guments with furniture pros. This primer 
applies only within the framework of the 
furniture details which show up in to- 
day’s TV and hi-fi cabinetry. 

TV designers have classified things a 
little differently than furniture designers 
do. Because they’re designing only cabi- 
nets, they’ve borrowed only cabinet de- 
tails from the classic periods. Some of the 
details are small. (It’s the nature of the 
product. We don’t have great fronts to 
work with. Our fronts are picture tubes 
and speaker cloths.”’) And the business is 
still fond of the old “flavors” approach: 
the “color” of the piece is often the main 
determinant of its period. It would be 
oversimplification to a student of furni- 
ture, but it is defensible. 


How to Tell and Sell the Style. About 
seven major furniture periods show up in 
the TV-stereo business. In analyzing the 
details, don’t expect absolute blacks and 
whites. There are plenty of gray areas. 
We'll mention a few as we go through to 
protect you from losing bets. 


You Can Have a Giant Reproduction of This Chart 
(for Use in Your Own Store) 


The chart on the opposite page is spec- 
ifically designed to help you and your 
customer understand how and why furni- 
ture styling has become important in TV 
and hi-fi. 

That’s why we’re reprinting it as a 
colorful 30 by 40-inch wall chart for dis- 
play in your own store. Posted promi- 
nently on your sales floor, the wall chart 
will intrigue customers—and furnish a 
guide and “cue sheet” for your salesmen 


when they begin talking cabinetry. 

Hundreds of dealers have already or- 
dered ELECTRICAL MERCHANDISING’s wall 
chart on Wash and Wear and found it to 
be tremendously useful (for a specific 
example, see page 59). It’s just as easy 
to order a copy of this Furniture Chart. 
Merely send $1 for each chart desired to 
ELECTRICAL MERCHANDISING, 330 W. 
42nd St., New York 36, N. Y. Your copy 
will be mailed promptly. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1959 


e Traditional. To TV-stereo designers, 
Traditional means design detail bor- 
rowed mainly from the classic 18th Cen- 
tury designs of Chippendale, Hepple- 
white and Sheraton—all English crafts- 
men. All worked extensively in mahog- 
any. These three men—with the Ameri- 
can Duncan Phyfe—are among the very 
few designers whose names identify pe- 
riods and styles, most others being de- 
scribed by the governments or monarchs 
or periods of history in which they exist- 
ed. Except for one Motorola piece— 
Drexel’s Touraine—TV-stereo designers 
have stayed away from the great French 
18th Century formal styles. 

Overall effect of Traditional design is 
formal, elegant. Tone is mostly dark: 
mahogany woods; dark bronzed hard- 
ware; darker grille cloths. Lines are 
mostly straight on structural support 
framing, panels and panel frames—if 
any. Leg is often key authentic touch (see 
chart). Traditional used bracket foot of 
Chippendale (wide, straight at corner, 
carved on inside angling up to skirt) ; the 
spade foot (shaped like rectangular gar- 
den spade) ; occasionally cabriole leg. 


MORE> 


PAGE 53 





Let The Cabinet Sell the Set ....: 


e French Provincial. “French” Provin- 
cial to furniture men, means one of sev- 
eral categories of Provincial. “Provin- 
cial” to the purist is the much simplified 
design of the local craftsman copying the 
formal high fashion pieces of any time. 
They’d use local woods, less elaborate 
detail, less formal hardware, and add de- 
sign and functional details more appropri- 
ate to rural or Colonial living. But the 
popular Provincial of today is French 
and is the simplified version of Louis Fif- 
teenth with fewer, less elaborate curves 
and stronger construction. 

In TV and stereo the main determi- 
nants for French Provincial are: fruit 
wood, or fruitwood color, mainly cherry. 
The leg is always the cabriole (in the 
form of an 8, the cabriole curves out at 
the top—the knee—in at the ankle and 
out again at the foot). The skirt is always 
shaped in graceful curves. 


® Early American. To furniture men, 
Early American is today’s version of sev- 
eral styles which existed here prior to the 
Revolution. They were both original 
(frontier pieces) and copies of formal 
English and European styles (including 
early French Provincial) of the century 
before the great English designers of 
Traditional were producing. 

TV-stereo designers concentrate on 
three elements to make their cabinets 
early American. The wood is generally 


maple or maple color. Since colonists 
owned the turning lathe, they used it ex- 
tensively to shape legs, banisters, balus- 
ters and braces into spool designs, bead 
designs, trumpets which have become key 
characteristics of the style. They also 
liked the gallery—a short, solid or banis- 
ter-like fence around the top of a cabinet 
or table. Many Early American pieces 
also borrow the shaped skirt and panel 
from French Provincial. 


ae 


e Scandinavian, though it is Modern 
(Danish Modern and Swedish Modern) 
has enough character detail to exist by 
itself in TV-stereo cabinetry. 

The Scandinavian look appears in sev- 
eral ways. The wood is usually light and 
well grained walnut or teak, mostly with 
dull finish. Lines, whether severely 
square or long, graceful softly turned 
curves, accent the grain of the wood. 
Grille cloths are most often cane; louvers 
are popular accents. 

The main Scandinavian detail in TV- 
stereo however is the leg—and the promi- 
nence given the stretcher (the connecting 
support brace between legs). Stretchers 
appear in no other style TV-stereo cabi- 
net. In Scandinavian, they are exagger- 
ated, often extend outside the dimensions 
of the main box itself. Legs and stretcher 
often cradle the main unit. Even without 
the stretcher, legs often extend (from 
front or sides) well outside the outline of 
the main box. Even in restrained Scan- 
dinavian accents, the leg is often a di- 
rect, smooth extension of the frame. 


¢ Italian Provincial appears in only half 
a dozen models in the industry. Admiral 
has cut back from several. Zenith has 
two; RCA one. Key design features come 
from the Roman architecture of antiq- 
uity. The leg is tapered and square and 


fluted. Atop it is a prominent base for the 
column, also square and fluted. Atop it 
is a capital for the top support. Skirt is 
straight. Panels and frames straight, 
severe. Overall look is formal. 


e Pan-Asian. The Far East look is cur- 
rently hot in high style furniture. However, 
it appears in only a few places in TV- 
stereo cabinetry. Magnavox used Pan 
Asian’s typical geometric look in the base 
for a huge stereo theater. Outside of leg 
is straight, square. Inside sculptured. Un- 
derside of skirt is sculptured; topside 
straight. Stromberg uses the Pan Asian in 
two consoles. Geometric cut-out center 
panel is main accent on both pieces. One 
uses straight round leg, skirt and four 
side frame with prominent, heavy, brass 
bracing. 


® Modern, or Contemporary. Modern is 
difficult to define. It actually means 
styles which are being innovated today; 
styles not based on past designs. It is also 
a catch-all label applied to certain styl- 
ings which can’t be put into any other 
category. As such, it includes “Borax” 
and other nondescript fashions which 
bear inside the shop names like: Bronx 
Renaissance, “Nothing,” Louis Hotel, 
South Side Provincial, Motel Modern. 
(Don’t laugh too hard. Most console busi- 
ness still comes from these latter non- 
descript types.) 

In the TV-stereo trade unfortunately, 
Modern and Contemporary are used in- 
terchangeably. Contemporary to a de- 
signer means an almost-modern piece 
which still carries a flavor of detail from 





an identifiable period—a cabriole leg or 
skirt—under an otherwise Modern cabi- 
net. Or it is a consciously modernized— 
and simplified—version of a classical de- 
sign. 

Modern’s design details are generally 
these: Severely squared look. Straight, 
unadorned columns and frames. Flush 
top edges. Blonde oak is always modern, 
but Modern isn’t always blonde. Legs, 
smooth and undecorated, are often set in 
from edges of cabinet, often angled, often 
tapered, either square or round, often 
brass tipped. 


ll. Sell Beauty in Wood 


What is so beautiful about a piece of 
wood? Stop and think about it a minute. 
Take a good look at that console. It 
started out as the dismembered torso of 
a tree—in most cases, but not always. 
Its original color was somewhere be- 
tween yellow white and light rust. A lot 
of craftsmen used dozens of new and old 
techniques to bring it to a finish worth 
$449. You can appreciate the transition 
a little more if you follow the steps all 
the way through. 

First of all a designer was shooting for 
a price. If he had room at the high end he 
called for the highest possible grain qual- 
ity, and the softest, deep patina finish. 
If he had to squeeze, he wanted the best 
possible substitutes. If it is a high end 
piece you can be fairly certain that its 
exposed surfaces are a combination of 
the finest veneers and solids of the wood 
it is claimed to be. As the piece slips back 
down to the middle and low end, it be- 
comes less than real. Cheaper woods can 
be stained to look like better woods. 
Finer grains can be put on and into 
cheaper woods in a variety of ways. They 
can be pressed into natural wood as a tire 
presses a pattern into snow. Or they can 


be printed onto wood or wood substitutes 
like the print is rolled onto this page. 

How can you tell? Read the manufac- 
turer copy—the line folder or the spec 
sheet. If he’s got it he says so. If he hasn’t 
he may say so—or he may hedge and ac- 
cent the positive which often means hid- 
ing the negative. 

There are tags, but sometimes these 
testimonials don’t tell all of the story 
either. “Solid’ means solid wood has 
been used throughout of in all exposed 
surfaces. “Genuine” means veneers of 
specified wood have been combined with 
solid wood in exposed surfaces. “Combi- 
nation” means veneers of specified wood 
are combined with structural parts of an- 
other wood or wood substitute. “Finish” 
means another wood has been stained to 
look like the wood named. 

Don’t get caught in the veneer versus 
solid wood trap. Your mother didn’t trust 
veneers—but that was a few years ago. 
Today, the finest of furniture uses either 
veneers or solids. A piece of solid ma- 
hogany can be magnificent or schlock 
depending on the amount of care that 
went into its finishing. The same goes for 
a piece of mahogany veneer. 

What is veneer? Let’s go back to the 
start of the whole thing first. The tree 
log. Inside it is close grain wood, or open 
grain. What the cutter is after is the fin- 
est grain he can get. The open grain 
woods produce more beautiful grain fin- 
ishes: mahogany, walnut, oak, cherry, 
maple, birch. 

The tree can be cut—depending on the 
grain potential—many ways. It can be 
sliced like a loaf of bread, or cut long 
ways like a frankfurter roll. Or shaved 
like a carrot. Or, if its grain is particu- 
larly great, it can be rotary cut—peeled 
long ways in thicknesses from 11 to 95 
one thousandths of an inch as you pull 
wrapping paper off a roll. To use a veneer 


that thin, whether it is peeled or sliced 
or sawn, you go to a plywood process. In 
plywood—most often 5-ply—you use a 
thick core piece for the center of the 
sandwich. To each side of this glue a 
crossband veneer of one twentieth of an 
inch thick. Its grain goes at right angles 
to the core grain. To both sides of this 
you glue the veneer surface that you 
want—at right angles to the cross band 
for maximum strength. 

Staining is the initial finish process 
which colors either veneer or the solid 
wood to enhance its natural shade or to 
give it a more commercial shade. A stain 
is like a very thin paint. It does not cling 
to the surface of the wood, but goes down 
into the surface. The depth depends on 
the type of stain (three kinds, soluble in 
water, spirits, oil) and the method of ap- 
plication (five ways: brushing, wiping, 
spraying, dipping, coating) and the time 
allotted for the run and the drying. The 
deep pores are now packed by wiping with a 
filler cross grain. The wood is now col- 
ored but not yet finished. 

At this point time and labor add cost de- 
pending on polish desired and the method 
used. There are two problems: unfinished 
goods must stand around and take space 
while drying between layers of varnish; 
quality finishes also require time consum- 
ing hand rubbing. Lacquers giving almost 
any degree of gloss desired are most often 
used since their drying time cuts varnish 
finishing time by 90 percent. 

Hand rubbed, dull, oil finish, however, 
is applied in a long process which begins 
after staining. An undercoat of shellac 
is applied, dried and lightly sanded. 
Several coats of varnish follow with 
three days between for drying. The final 
coat is rubbed with fine pumice stone and 
light paraffin oil applied with hard felt. 

High gloss finishes are attained by con- 
tinuing beyond the pumice operation. 


lll. Learn How To Take Care of Fine Furniture 


Care means more than waxing. Before using 
the wax, the wood surface must be 
clean. The women’s magazines say it 
should be “squeaky” clean. 


Cleaning starts with dusting. Dust between a 
surface and a waxing cloth can do what 
sand paper does to the surface. Get rid 
of dust with a soft, lintless cloth, or 
vacuum cleaner attachment. Don’t just 
flick dust away. Or get rid of dust and 
clean the surface dirt and grime with 
damp dry cloth or chamois and very 
mild soap—not detergent—or use a 
cream wood surface cleaner. 


Waxing procedure is dictated by how fine the 
finish is. The most expensive, most ele- 
gant grained veneers and solids are 
kept that way by very particular treat- 
ment. The most fastidious of the home 
magazines insist on paste wax de- 


signed for fine furniture. They recom- 
mend non-silicone waxes. Apply to the 
“squeaky clean” surface a “thin, thin, 
thin” coat of furniture paste wax to 
small areas, then rub: The more rub- 
bing with a soft, clean cloth, the finer 
the resulting patina. 

For new furniture, clean and wax 
once a week for a month; twice a 
month for a month; then once a month. 

Liquid and cream waxes work too, 
but being dilutions contain less wax 
than paste wax and finish may not be 
as hard or as long lasting. 


In all cases: read the hang tag; follow the 
manufacter recommendation; read and 
follow the label. 

Wood substitute finishes (Masonite, 
pressed wood, Formica-like printed 
and rolled on grains) require less ela- 
borate care and should be treated more 
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like the plastic type counter tops with 
cleaner-polisher liquid waxes. 


Keep good wood cabinets away from. strong 
sunlight areas of the room; away from 
radiators, heated walls, humidity 
areas. 


Scratches, stains, spots, dents, rings which 
may occur in use are corrected by a 
wide variety of touch up products—and 
a lengthy list of procedures very akin 
to alchemy. 

All products reduce to some small 
quantity form of wood stain, or touch 
up polish. They’re available in nail- 
polish size bottles, as touch up sticks, 
or as dye in surface polish. Best advice 
is to describe the problem to the furni- 
ture dealer or to the clerk in the wax 
and polish section of the department 
or paint store. End 
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How Long Does 


Ra ape a Refrigerator 
minke Last? 


2¥RS =—s«L YR 


375,000 535,000 778,000 2,031,970 
3YRS 2 YRS 1YR 


375,000 535,000 778,000 791,000 2,821,660 
4YRS 3YRS 2 YRS 1YR 


375,000 535,000 778,000 791,000 906,000 3,724,600 
5YRS 4 YRS 3 YRS 2 YRS 1 YR 


973,125 535,000 778,000 791,000 906,000 798,000 4,515,855 
6YRS 5YRS 4 YRS 3 YRS 2 YRS LYR 


369,375 532,325 778,000 791,000 906,000 798,000 1,016,000 5,518,860 
7YRS =6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1YR 


963,750 526,975 774,110 791,000 906,000 798,000 1,016,000 1,283,000 6,777,975 
BYRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1 YR 


356,250 518,950 766,330 787,045 906,000 798,000 1,016,000 1,283,000 1,568,000 8,307,420 
9YRS 8YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1 YR 


348,875 508,250 754,660 779,135 901,470 798,000 1,016,000 1,283,000 1,568,000 1,996,000 10,246,320 
LOYRS 9YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS LYR 


333,750 494,875 739,100 767,270 892,410 + 794,010 1,016,000 1,283,000 1,568,000 1,996,000 2,310,000 12,468,630 
1LYRS 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1YR 


316,875 476,150 719,650 751,450 878,820 786,030 1,010,920 1,283,000 1,568,000 1,996,000 2,310,000 1,240,000 13,588,495 
12YRS 11 YRS 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1YR 


296,250 452,075 692,420 731,675 860,700 774,060 1,000,760 1,276,585 1,568,000 1,996,000 2,310,000 1,240,000 1,900,000 15,323,340 
13YRS 12 YRS 1LYRS = 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS AYRS 3 YRS 2 YRS 1 YR 


271,875 422,650 657,410 703,990 838,050 758,100 985,520 1,263,755 1,560,160 1,996,000 2,310,000 1,240,000 1,900,000 2,600,000 17,700,040 
14YRS = 13 YRS 12YRS =: LL YRS 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1 YR 


240,000 387,875 614,620 668,395 806,340 738,150 965,200 1,244,510 1,544,480 1,986,020 2,310,000 1,240,000 1,900,000 2,600,000 3,500,000 20,901,535 
I5YRS 14 YRS I3YRS  12YRS LLYRS =: 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1 YR 


200,625 342,400 564,050 624,890 765,570 710,220 939,800 1,218,850 1,520,960 1,966,060 2,298,450 1,240,000 1,900,000 2,600,000 3,500,000 520,008 21,029,935 
16 YRS 15 YRS 14YRS = AS YRS 12YRS —sLL YRS 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1YR 


153,750 286,225 497,920 573.475 715,740 674,310 904,240 1,186,775 1,489,600 1,936,120 2,275,350 1,233,800 1,900,000 2,600,000 3,500,000 520,000 
17 YRS 16 YRS I5YRS =: 14 YRS 13YRS 12 YRS 1LYRS = 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 


114,375 219,350 416,230 506,240 656,850 630,420 858,520 1,141,870 1,450,400 1,896,200 2,240,700 1,221,400 1,890,500 2,600,000 3,500,000 520,000 
18 YRS 17 YRS 16YRS 15 YRS 14YRS =: AS. YRS 12YRS —s-AL YRS 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS Y 


82,500 163,175 318,980 423,185 579,840 578,550 802,640 1,084,135 1,395,520 1,846,300 2,194,500 1,202,800 1,871,500 2,587,000 3,500,000 520,000 
I9YRS 18 YRS 17YRS_ = 16 YRS I5YRS 14 YRS 13YRS 12 YRS 1LYRS =: LO YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YR 4 YRS 


58,125 117,700 237,290 324,310 484,710 510,720 = 736,600 1,013,570 1,324,960 1,776,440 2,136,750 1,178,000 1,843,000 2,561,000 3,482,500 520,000 
20 YRS 19 YRS 18YRS =—-17 YRS 16YRS 15 YRS 14YRS =A YRS 12YRS = AL YRS 10 YRS 9 YRS 8 YRS 7 YR 6 YRS YR 


41,250 82,925 171,160 241,255 371,460 426,930 650,240 930,175 1,238,720 1,686,620 2,055,900 1,147,000 1,805,000 2,522,000 3,447,500 517,400 
21 YRS 20 YRS I9YRS 18 YRS 17 YRS = 16. YRS I5YRS 14 YRS 13YRS = 12. YRS 11 YRS 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 


31,875 58,850 120,590 174,020 276,330 327,100 543,560 821,120 1,136,800 1,576,840 1,951,950 1,103,600 1,757,500 2,470,000 3,395,000 512,200 
22YRS 21YRS 20YRS I19YRS 18YRS 17 YRS 16YRS 15 YRS 14YRS_ =—s-13. YRS 12 YRS 11 YRS 10 YRS 9 YRS 8 YRS 7 YRS 


26,250 45,475 85,580 122,605 199,320 743,390 416.560 686,405 1,003,520 1,447,100 1,824,900 1,047,800 1,691,000 2,405,000 3,325,000 504,400 
23YRS 22YRS 21YRS 20YRS 19 YRS 8 YRS 17YRS_ =: 16 YRS I5YRS 14 YRS 13 YRS 12 YRS 11 YRS 10 YRS 9 YRS 8 YRS 


22,500 37,450 66,130 87,010 140,430 175,560 309,880 526,030 838,880 1,277,440 1,674,750 979,600 1,605,500 2,314,000 3,237,500 494,000 
24YRS 23YRS 22YRS 21YRS 20YRS 19 YRS 18YRS  =—-17 YRS 16YRS  15YRS 14 YRS 13 YRS 12 YRS 11 YRS 10 YRS 9 YRS 


18,750 32,100 54460 67,235 99,660 123,690 223,520 391,315 642,880 1,067,860 1,478,400 899,000 1,501,000 2,197,000 3,115,000 481,000 
25YRS 24YRS 23YRS 22YRS 21 YRS 20YRS 19YRS 18 YRS 17YRS = 16 YRS 15 YRS 14 YRS 13 YRS 12 YR 11 YRS 10 YRS 


15,000 26,750 46,680 55,370 77,010 87,780 +=—-157,480 + 282,260 «478,240 © 818,360 1,235,850 793,600 1,377,500 2,054,000 2,957,500 462,800 
26YRS 25YRS 24YRS 23YRS 22YRS 21YRS 20YRS 19YRS 18YRS 17 YRS 16 YRS I5YRS 14 YRS 13 YRS 12 YRS 11 YRS 


11,250 21,400 38,900 47,460 63,420 «67,830 »=«111,760 198,865 344,960 608,780 947,100 663,400 1,216,000 1,885,000 2,765,000 439.400 
27YRS 26YRS 25YRS 24YRS 23YRS 22YRS 21YRS 20YRS 19YRS 18YRS 17 YRS 16YRS = 15 YRS 14YRS =: IS YRS 12 YRS 


7,500 16,050 31,120 39,550 54,360 55,860 86,360 141,130 243,040 439,120 704,550 += 508,400 1,016,500 1,664,000 2,537,500 410,800 
28YRS 27YRS  26YRS 25YRS 24YRS 23YRS 22YRS 21YRS 20YRS 19YRS 18 YRS 17YRS =: 16 YRS 15YRS = 14 YRS 13 YRS 


5,625 10,700 23,340 31,640 45,300 «47,880 «= 71,120 © 109,055 += 172,480 309,380 + © 508,200 §=— 378,200 = 779,000 += 1,391,000 2,450,000 377,000 
29YRS 28YRS  27YRS 26YRS 25YRS 24YRS 23YRS 22YRS 21YRS 20YRS 19 YRS 18YRS  —-17 YRS 16YRS 15 YRS 14 YRS 


3,750 8,025 15,560 23,730 «36,240 «39,900» 60,960 © 89,810 += 133,280 219,560 358,050 = -272,800 = 579,500 1,066,000 2,362,500 364,000 
QOYRS 29YRS 28YRS 27YRS 26YRS 25YRS 24YRS 23YRS 22YRS 21YRS 20YRS 19YRS 18 YRS 17YRS = 16 YRS 15 YRS 


An ELECTRICAL MERCHANDISING Exclusive 


Compiled by the Market Research Department of Electrical Merchandising 


World War Il Restriction 


eter 5,350 11,670 15,820 27,180 31,920 50,800 76,980 109,760 169,660 254100 192,200 418,000 793,000 ay 351,000 
17 YR 


30YRS  29YRS 2B8YRS 27YRS 26YRS 25YRS 24YRS 23YRS 22YRS 21 YRS 20YRS =: 19 YRS 18 YRS 16 YRS 


0 2,675 7,780 11,865 «18,120» 23,940 «= 40,640 «64,150 94,080 «139,720 196,350 = 136,400 © 294,500 §= $72,000 1,872,500 332,800 
32YRS 31YRS 30YRS 29YRS 28YRS 27YRS 26YRS 25YRS 24YRS 23YRS 22YRS 21YRS 20 YRS I9YRS = 18 YRS 17 YRS 
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TOO LONG, say some dealers. 

Not nearly long enough, say some consumers. 

About 17 years, say the statisticians. 

And it’s this statistical estimate which provides the basis 
for the unique chart on this page which tells you at a 
glance: 

(1) How many refrigerators were sold in each year 
from 1921 through 1958 

(2) How many refrigerators were in use in each of 
those years 

(8) How old each of the refrigerators in use in a giv- 
en year actually was 

(4) How long it took before a given year’s production 
was completely scrapped. 

The estimate of a 17-year average life is an arbitrary 
one—but one which is supported by industry experience 
and by other corollary evidence including the Wharton 
School of Finance’s “Study of Consumer Expenditures, 
Incomes and Savings, 1950-51.” Using the 17 year av- 
erage life, all models of a given year would have been 
scrapped by the thirty-first year. If by some chance a re- 
frigerator exceeded this 31 year maximum it would not, 
in the opinion of ELECTRICAL MERCHANDISING’s 
market research department, affect the accuracy of our 
conclusions. It would, as in most things in this world, be 
the exception which proved the rule. 


How To Use This Chart 

The shaded figures indicate the number 
of refrigerators produced in each year— 
375,000 in 1927, 535,000 in 1928, etc. 

The colored figure immediately following 
the shaded figure shows the total number 
of refrigerators in use in that year— 
719,870 in 1927, 1,254,580 in 1928, etc. 

Now as to the age of those refrigera- 
tors still in use. Let’s take the first column 
(1927) as an example. For the first five 
years all 375,000 produced in 1927 were 
still in use. But in 1932, only 373,125 were 
in use and by 1957 only 1,875 were still 
around. You can do the same thing with 
any year you choose. Simply find how 
many units were produced in that year 
(by reading across until you find the 
shaded figure which shows production) 
and then read down until you’ve reached 
the “age” you’re interested in. One more 
example. If you want to know how many 
1930 boxes were in use ten years later, 
read across until you find the production 
total for 1930 (791,000 units) and then 
read down until you reach the desired age 
group (731,675 were still in use in 1939, 
ten years after the units were produced). 





There’s one other important use you 
can make of this table. Suppose you want 
to know how old the boxes in use in 1958 
really were. Merely read backward from 
the colored figure which shows that 48,- 
301,795 were in use in 1958. Thus you’ll 
discover that, of this total, 2,750,000 were 
one year old, 3,050,000 were two years old 

. and 2,675 were 31 years old. 

Because of space limitations we've 
eliminated tabulations for the years 
prior to 1927 (theoretically, none of these 
are still in use) and for the war years of 
1943 and 1944 (since there was no pro- 
duction, even though some units con- 
tinued to wear out and were scrapped). 


20,537,330 
19,925,750 


263,860 19,459,290 
1 YR 


263,860 2,100,000 20,702,440 
2 YRS 1LYR 


263,860 2,100,000 3,025,000 22,750,400 
3 YRS 2 YRS 1YR 


263,860 2,100,000 3,025,000 
4YRS 3 YRS 2 YRS 


263,860 2,100,000 3,025,000 4,495,000 4,285,000 29,261,275 
3 YRS 4 YRS 3 YRS 2 YRS 1YR 


262,540 2,100,000 3,025,000 4,495,000 4,285,000 6,000,000 33,968,840 
6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1 YR 


259,900 2,089,500 3,025,000 4,495,000 4,285,000 6,000,000 3,730,000 36,288,735 
6 YRS 5 YR 4 YRS 3 YRS 2 YRS 1LYR 


4,495,000 26,162,805 
1YR 


7 YRS S 


255,945 2,068,500 3,009,875 4,495,000 4,285,000 6,000,000 3,730,000 3,200,000 37,978,840 
8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1YR 


250,665 2,037,000 2,979,625 4,472,525 4,285,000 6,000,000 3,730,000 3,200,000 3,285,000 39,675,955 
9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 1YR 


244,070 1,995,000 2,934,250 4,427,575 4,263,575 3,200,000 3,285,000 
10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 3 YRS 2 YRS 


234,835 1,942,500 2,873,750 4,360,150 4,220,725 5,970,000 3,730,000 3,200,000 3,285,000 
11 YRS 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 


222,960 1,869,000 2,798,125 4,270,250 4,156,450 5,910,000 3,711,350 3,200,000 3,285,000 
12 YRS 11YRS =: 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 


208,450 1,774,500 2,692,250 


World Wai Il Restriction 


6,000,000 3,730,000 3,310,000 41,349,285 
5 YRS 4 YRS 1YR 


3,310,000 3,900,000 43,739,305 
2 YRS 1YR 


3,310,000 3,900,000 3,375,008 45,642,825 
3 YRS 2 YRS 1YR 


3,310,000 3,900,000 3,375,000 3,050,000 47,251,190 
13 YRS 12YRS 11 YRS 4 YRS 3 YRS 2 YRS 1YR 


191,300 1,659,000 2,556,125 4,000,550 3,963,625 5,700,000 3,618,100 3,152,000 3,268,575 3,310,000 3,900,000 3,375,000 3,050,000 
14 YRS 13YRS 12 YRS 11YRS =: 10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 4 YRS 3 YRS 2 YRS 


4,157,875 4,070,750 5,820,000 3,674,050 3,184,000 3,285,000 
10 YRS 9 YRS 8 YRS 7 YRS 6 YRS 5 YRS 


2,750,000 48,301,795 
1¥R 
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In Redding, Calif., nine appliance dealers used a fashion show (left) 


to draw the public to a home laundry demonstration (right). 


That’s how . 


They Made Wash and Wear a 
City-Wide Promotion 


By Howard J. Emerson 


Here’s How Individual Dealers Cashed-in on the City-Wide Promotion 


WITH STORE CONTEST 

Each dealer ran to contests. “Store” prizes 
were offered by individual dealers like Warren 
Carmona, who offered a floor polisher. This 
contest built store traffic and while prospect 
was in store she could also register for “grand 
prize” to be given away at fashion show-laun- 
dry demonstration. 


WITH DEMONSTRATIONS 
All of the participating dealers staged live 
demonstrations in their stores to show the 
advantages of multi-cycle machines for laun- 
dering wash and wear. And dealers like Ralph 
Hoeflich also maintained displays in the lobby 


of the high school before and after fashion 
show. 


WITH CLOTHING TIE INS 
Promotion offered big opportunity for dealers 
to cooperate with clothing stores and small 
department stores. Dealer Ed Berlick, above, 
showed rack of clothes from Girimonte’s on 
his display floor. Wittmer Appliances ar- 
ranged for washer and dryer to be set up in 
clothing section of local department store. 
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, 1000 women in the Redding 
area responded to the efforts of the Shas- 
ta-Tehama-Trinity Appliance Dealers 
Assn. to show how new washers and dry- 
ers would enable them to take advantage 
of the many new wash and wear fabrics. 

Almost 700 women visited the dealers’ 
stores and nearly 300 spent an evening at 
the school auditorium for a fashion show 
and wash and wear demonstration. 

Key to the promotion was organization 
and leadership, furnished in this case by 
Joe Purcell, dealer representative for 
Pacific Gas and Electric. Basing his out- 
line on procedures perfected with the 
long established “cooking schools” staged 
by the utility in the area (see “Recipe for 
a Cooking School, EM, Nov. 55) Purcell 





WITH SPECIAL STUNTS 
Individual dealers arranged special stunts to 
encourage consumers to visit “their” store for 
entry blanks. Wittner Appliances used an 
alarm clock sale in which prices of certain 
major appliances were reduced $5 per hour 
($1 for small appliances). Price went back to 
list each morning, so maximum cut was $40. 


prepared plans for a five day mid-week 
promotion. 

Cooperating with the dealers and the 
utility in sponsoring the promotion were 
local clothing stores and the Redding 
Record-Searchlight. Objectives of the 
campaign were: (1) to increase store 
traffic; (2) teach homemakers new tech- 
niques in using miracle fabrics; and (3) 
show the advantages of new multi-cycle 
washers and dryers for wash and wear. 

Central feature of the promotion was 
the fashion show on the final evening of 
the five-day period. Dealers provided 
washers and dryers for the stage and for 
lobby displays and PG & E furnished the 
“expert” to draw traffic. In the person of 
home economist Janet McNair, this expert 
gave the nearly 300 women in attendance 


a professional demonstration of machine 
laundering of wash and wear clothing. 

Here’s the way the costs were divided: 

Dealers provided laundry equipment 
for fashion show, store prizes worth at 
least $25, and minimum 84-inch ad in 
promotion edition of newspaper. 

Clothing stores supplied a $25 prize 
and a minimum 42-inch ad. 

The association paid the dealer cost of 
the up-to-$300 sweepstakes prize. 

The utility contributed economist and 
connected appliances in auditorium. 

The newspaper provided advertising 
space in excess of $450, rental of audi- 
torium, news stories supporting show. 

Many dealers used newspaper space in 
several issues during the five day period. 
Observers pointed out that the competi- 
tion of brand features was as important 
to the promotion as was the cooperative 
efforts of the dealers. The joint effort 
educated the public but the effect of each 
dealer crying “buy my washer because it 
is better” left people with the choice of 
deciding “which” instead of “whether”. 

While the promotion was successful, 
Purcell admits that there are some sug- 
gestions for improvements. Here’s the way 
he summarizes these do’s and don’ts: 


DO... (1) Print extra coupons in addition 
to those in the newspaper. Dealers need ex- 
tras in their stores for visitors who forgot 
or who did not see newspaper coupons. 

(2) Arrange for a newspaper supple- 
ment and not just a section of a few pages. 

(3) Get distributors to help defray costs 
of prizes and to contribute the help their 
field salesmen can provide in arranging 
meetings, setting up displays, etc. 

(4) Seek the cooperation of soap and 

detergent manufacturers. 
DON’T ... (1) Rely on the newspaper to 
sell clothing merchants on the value of 
participating. The association secretary 
should do this, and, as a neutral, can tella 
convincing story of value. 

(2) Fail to get appliance and clothing 
people together. A luncheon meeting will 
enable them to see how they can help each 
other. End 


Here’s How YOU Can Cash-in on Wash and Wear 


The colorful and attractive ELECTRICAL 
MERCHANDISING Wash and Wear wall 
chart held the center of the stage during the 
Redding promotion (and during preliminary 
planning meetings like the one in the photo 
at left). If you haven’t already done so, you 
can still order your own copy of the chart, 
which originally appeared in the May issue of 
ELECTRICAL MERCHANDISING. 


Originally we offered it only as a 3 by 4 
foot wall chart (at $1 per copy). Now it’s also 
available in convenient 8% by 11 inch size, 
ideal for use as a mailer or as a giveaway (at 
$35 for the first 100, $20 for each 100 addi- 


tional, special prices for quantities of 500 or 
more). 


Hundreds of dealers have already made 
use of these sales aids. You can, too, by simply 
sending your order and the money to cover it 
to ELECTRICAL MERCHANDISING, 330 W. 
42nd Street, New York 36, N. Y. 





ELECTRICAL MERCHANDISING—SEPTEMBER, 1959 PAGE 59 





What can you tell 
the customer when she 
complains that 


“You Charge 
Too Much 


for Service” 


You can’t eliminate overcharge complaints but 
you can minimize them, says the author, who 
draws on a lifetime of experience as a service- 
man to explain how to go about doing just that 


By P. T. BROCKWELL, Jr. 


V THAT with all the talk nowadays of alleged 
overcharges for appliance service, you must 
be wondering if you can do anything to mini- 
mize such complaints. And minimize is the word, for 
every servicing dealer gets his share of this kind of 
criticism and it’s doubtful if you can eliminate it al- 
together unless you render free service both in and 
out of warranty. Appliance users have been complain- 
ing about repair charges ever since the retail labor 
rate was as low as one dollar an hour. Nevertheless, 
the experience of manufacturers, dealers, and inde- 
pendent repairers has proved that certain kinds of 
overcharge complaints ean be minimized and that a 
number of others can be virtually eliminated by 
removing their causes. 

You will agree at once that some servicemen are 
prone to sink into a state of complacency once in a 
while. (And doubtless you’ve already guessed how 
such an attitude can incite an overcharge complaint. ) 
Now and then such fellows have to be needled. 

But if you feel that your service department needs 
a dynamic shot in the arm—a booster shot, to get it 
quickly out of an unhealthy state of recurring com- 
plaints—the suggestions presented herein are in- 
tended to help you do just that. 
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Here’s why customers complain about service charges . . . 


1. Small Service—Fat Fee. One of the 
oldest and most vehement complaints of 
overcharge has nothing to do with rates. 
Even when the minimum charge was as 
low as one dollar, customers objected to 
paying what seemed a large amount for a 
small service. 

It is true that a serviceman is entitled 
to his minimum fee if he restores the ap- 
pliance to normal operation, even though 
he does nothing more than turn a thumb- 
screw or attend to some other trivial ad- 
justment which the customer should have 
been able to handle herself. But any time 
a serviceman says hello, $6 please (or 
whatever), and good-by in the same 
breath, he’s inviting trouble. In order to 
minimize this kind of customer dissatis- 
faction, these two ideas are worth trying: 


e First, encourage your call taker to 
acquaint himself (it doesn’t matter wheth- 
er it’s a man or a woman) with the oper- 
ating features and the minor adjustments 
of the various appliances which a custom- 
er should fully understand. This does not 
mean that the call taker must be a repair- 
er, but he should be able to detect from a 
telephone conversation with the customer 
if there is something she herself might try 
in an effort to remedy the trouble before 
a service call is taken. 


e Second, when a serviceman does find 
that he has been called to perform some 
such trivial work, he should take time 
enough to show the customer how to avoid 
repetition of such an experience. Further- 
more, if he utilizes whatever time remains 
on the minimum charge to check the ap- 
pliance, he’ll be less likely to evoke a com- 
plaint. 


2. Uncivil Service. If a serviceman is 
unsympathetic, moody, or inclined to re- 
taliate when a customer becomes cantan- 
kerous, there is always a threat of com- 
plaint which would not otherwise come to 
light. Doubtless you’ve heard this one: 


“When I’m paying this much for service, 
he could at least be civil!” 

On the premise that occasional tactless- 
ness on the part of a man of otherwise 
fine character and good upbringing usu- 
ally springs from some dissatisfaction 
with his home life, one manufacturer’s 
area service stations will not hire a re- 
pairman until one of their supervisors has 
met the applicant’s family and had a look 
into his home life. To keep the repairman 
in a good frame of mind, they are encour- 
aged to consult an expert company coun- 
selor for a private and sympathetic hear- 
ing and reasonable aid, if necessary. 


3. Mushrooming Labor Charges. Inad- 
equate training of a serviceman often re- 
sults in numerous complaints of over- 
charge. Such a deficiency leads not only 
to untimely recurrences, but also to ab- 
normally high labor charges from slow- 
ness and uncertainty on the part of the 
repairman. 

It is common knowledge throughout the 
industry that many dealers’ repairmen do 
not avail themselves of every opportunity 
to improve their methods and familiarize 
themselves with the new models. 

In this exacting and diversified business 
it can be said with reasonable certainty 
that there is no danger of a repairman 
“overlearning” his trade. 

But even a thoroughly trained man will 
encounter a snag once in a while. Bolts 
rust or corrode, cap screws wring off, and 
other threaded-in members sometimes be- 
come so tightly locked that even special 
tools fail to provide sufficient leverage 
to enable the repairer to remove the stub- 
born part. He is then forced to resort to 
saw, chisel, or drill to cut out the damaged 
or worn-out member. What makes matters 
worse in these instances is that the repair- 
man is not aware that he must resort to 
such “major surgery” until he has ex- 
plored all the standard procedures. And 
labor charges skyrocket. 

By ordinary reasoning it would appear 


that you are not morally obligated to ad- 
just such an overrun of labor, if you can 
satisfy yourself that there has been no 
waste. Yet, it might be better for every- 
body concerned in the long run if you ask 
your serviceman to estimate in such cases 
the normal labor for the operation in ques- 
tion and add to that about half the 
amount of the overrun; in other words, 
split the difference. 


4. Recently Expired Warranty. Almost 
any charge is regarded by customers as 
an overcharge when service is required 
on the outer fringes of the warranty. And 
most of us agree that you have to draw 
the line somewhere. But the service sta- 
tions of at least one manufacturer render 
free service up to thirteen or fourteen 
months on a one-year warranty if there is 
conclusive evidence of defective material 
or workmanship (as distinguished from 
failure resulting from normal wear or 
abuse). 

Inasmuch as there are relatively few 
such borderline cases and the service re- 
quired is usually trivial, this practice is 
not likely to add more to service depart- 
ment costs than would be offset by the 
long-run benefits. And some manufac- 
turers will even take care of your parts 
exchanges in these instances, but before 
you go out on a limb and agree to renew 
something costly without charge, it would 
be well to consult your area service coun- 
selor. 


5. After-hours Service. With the excep- 
tion of the occasional appliance failure 
which you regard as a serious emergency, 
it is a good idea to try to talk customers 
who request after-hours service into wait- 
ing until the next business day, for not 
one of them is likely to pay overtime rates 
with good grace, particularly if it turns 
out (and it often does) that with some 
minor improvising on the family’s part 
they could have easily gotten by until the 
next workday. 


... and here’s how to price service to avoid complaints 


1. Time Charges for Labor. This might 
strike you as a strange thing to say in a 
discussion on minimizing overcharge com- 
plaints, but there is a tendency among 
servicing dealers, particularly those new 
to servicing, to price the retail labor rate 
too low. The reason is quite clear: Nearly 
every servicing dealer feels that his re- 


pair department is a necessary adjunct to 
his principal activity, and by keeping re- 
pair charges as low as possible, his serv- 
ice department serves more effectively as 
an extra weapon with which to fight com- 
petition. As with anything else, though, 
there’s a limit to how far one can go in 
this direction. 


With today’s electrical appliances, one’s 
rates must be high enough to enable him 
to employ the best labor of that kind that 
is obtainable. You simply cannot afford to 
risk the state of chaos which is almost 
certain to ensue if you are forced to hire a 
handyman with the hope that he may de- 
velop into a technician. 

Continued on page 83 





About the author; Today, P. T. Brockwell, Jr., is entitled to think of 
himself as a successful author. But before a partial loss of sight led 
him to try his hand at writing in 1952, Brockwell had spent 27 
years as a serviceman, service manager, and owner of his own serv- 
ice business. It is from this lifetime of experience in handling service 
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problems and in training others that he has written this article. 
Readers of ELECTRICAL MERCHANDISING will remember him as the 
author of articles on “Small Appliance Service” and “Major Ap- 
pliance Service” which appeared in this magazine in 1955 and 
1956. Both are available in book form from the McGraw-Hill Book Co. 
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Combos work fine these days. There are ten on the market 
now, and the new units have a service experience as good 
or better than automatic washers and dryers. (Yes, that’s 
right! As good or better.) They fit the needs of a lot of peo- 
ple, and they’re priced, considering the value, low enough 
for a big market. You can make nice money with them, 


too, so why not... 


Stop Knocking the Combos! 


Comsrmation washer-dryers have had 
a tough row to hoe. With just one, two or 
three companies selling them originally, 
the situation was a competitive natural 

everybody knocked combos. 

It’s not going to be that way much 
longer. 

Aside from the man who just can’t con- 
vince himself that the machines will work 
the average dealer won’t feel so free to 


How the Combo Grew Up 


The first combo was unveiled at a distribu- 
tor meeting on December 1, 1952 by Bendix. 
It was the star of a whole new white goods 
line, and had the function, among other 
things, of “shoehorning” the Bendix line into 
new distributorships and new dealerships. 
As an exclusive, it was an attraction, and was 
shipped in quantity in 1953. 

The first “duomatic” had an electric dry- 
er. A gas dryer model was not introduced un- 
til April of 1954. Bendix still had the field 
to itself. 

General Electric was the next name into 
the field. In October of 1954, G-E announced 
the marketing of two combo models—one free- 
standing, one under-counter. These units got 
only limited distribution, as did later models 
introduced in 1956, principally because of 
“bugs.” 

In March of 1955, Westinghouse jumped in 
with the “wash 'n’ dry laundromat”, which 
required no vents or special plumbing for the 
dryer. Three months later, Automatic Washer 
Co. made a small foray into the field by an- 
nouncing a low-cost unit. However, this combo 
never got off the ground. 

Easy introduced the 27-inch combomatic in 
April, 1956. It was shipped in quantity in 
1957; and improved in August, 1957, in a 
model offering cool water wash selection. 

During 1956, Whirlpool both market-tested 
and introduced its combination, with electric 
dryer. The gas dryer model followed in July of 
1957. Sears followed suit with Kenmore com- 
bos in short order. 

Hotpoint also picked 1956 to start, and was 
selling units in February. Subsequent product 
problems were responsible for Hotpoint’s de- 
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knock the combination unit from here on 
out, mainly because it’s likely that the 
laundry line he carries will include a 
combo. Most of his competitors will be in 
the same position. 

It used to be simple. 

Any dealer with pride in his work could 
make fast converts out of combo pros- 
pects. The first units on the scene, unfor- 
tunately, did have more than their share 


cision in September of 1957 to discontinue 
their combo. 

It was during 1956 that many non-combo 
firms began to appear in the news, and in 
the rumor mart, as “field-testing’” units. 
Among those who were so honored were Kel- 
vinator, Frigidaire, Speed Queen and Norge. 
None of these were to introduce models for at 
least two years, however. 

In late 57, and early in 1958, O’Keefe and 
Merritt Co. of Los Angeles introduced a com- 
bo. Distribution over the next 18 months re- 
mained confined to the coast and Texas and 
Arizona. The O’Keefe and Merritt combo is 
distinguished as the first and only laundry 
product of the company. An improved model 
will be introduced in October, 1959. 

Following the acquisition of the Bendix 
home laundry business in 1956, Philco intro- 
duced their new “Philco-Bendix” line in 1958. 
The new “duomatic” was priced somewhat un- 
der the general combo level, and was just 
26% inches wide. 

Norge was next with a combo, after exten- 
sive tests and re-tests. The Norge unit was 
shown in the fall of 1958, and shipped in 
quantity shortly thereafter. 

In the spring of 1959, Maytag started 
limited distribution of a combo, following a 
checkerboard introduction pattern by regions. 
Full national coverage is scheduled to be 
complete by the end of 1959. 

There is just one other combo officially in 
sight in 1959. Speed Queen says that their 
design is frozen, and that the unit will be on 
the market in the near future. Other major 
firms admit they have units ready, or almost- 
ready, but are making no announcements. 
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By KEN WARNER 


of problems. And the competitive situa- 
tion did nothing to minimize these prob- 
lems. Free to comment at will, dealers told 
tales of expense and trouble tough enough 
to curl the hair of the rare customer who 
asked about the combo. 

It can’t be done anymore—not without 
lying. And that isn’t smart. 

The proof of this, for the moment, is 
statistical. But it’s pretty good because 
the source is relatively impartial. The 
American Home Laundry Manufacturers’ 
Association is in favor of home laundry 
equipment—any kind. At its meeting this 
summer, AHLMA was presented with the 
results of a survey conducted among pur- 
chasers of home laundry equipment. It 
was an AHLMA survey, called “What Our 
Customers Say.” The sample was big 
enough, and and the method was good 
enough to believe. 

As in all such surveys, this one related 
service experience by category of ma- 
chine. The breakdown ran “Combination 
Washer-Dryer, Automatic Washer, Dry- 
er.” The service experience (that is, the 
number of people who reported some sort 
of mechanical difficulty) ran, in the same 
order, 50 per cent for the combos, 38 per 
cent for the automatics and 27 per cent 
for the dryers. 

On the surface, results like these seem 
to make a clear-cut case for not selling 
combos. However, this particular set of 
statistics is another of those famous com- 
parisons between apples and oranges. A 
combo is neither an automatic washer nor 
a dryer; it is both. And the AHLMA sur- 
vey, when examined more closely with the 
help of AHLMA, can also be used to 
compare the service experience of combos 
with pairs of automatic washers and dry- 
ers. 

The story changes radically when you 
do this. 

When combination washer-dryers are 
compared to laundry pairs for service ex- 
perience, the combos not only come out 
even, but get a slight statistical edge— 
in this survey, it’s about three per cent. 


Continued on page 84 
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Make 


Who’s Who in Combo’s 


Height 
Over-all 


Width 


Depth 


Door 
Handle 


Color 
Choice 


Electric / 
Gas choice 





1 Easy 
CDK, CDK-G 
CDK 200V 


434” 
4/6” 


27” 
267/32” 


27%” 
27” 


Left 
Left 


No 
No 


Both 
Electric 





2 General 
Electric 


24” 


Electric 





3 Maytag 


Electric 





4 Kenmore 


Both 








6 O'Keefe 
and 
Merritt 


Gas 





7 Philco 





8 Signature 


Electric 





7 Philco 


9 Westinghouse 


Electric 





10 Whirlpool 




















Both 





9 Westinghouse 
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> Kenmore 


+ 8 Signature 


>2 General Electric 


& 


+ 10 Whirlpool 
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Can the Appliance Dealer Sell Lighting? 


YES, says Bernard Hillmann of Ridgewood, N. J., a veteran 
appliance dealer whose annual volume in fixtures proves 


it. In this article he tells how—and why—he does it By JOHN DECKER 


H ILLMANN has sound reasons for lik- 
ing lighting fixtures. Here’s how he sums 
up the advantages he has found: 


e They're a Clean Business. “Unlike ap- 
pliances, the fixture sales has been com- 
pleted once the customer leaves the store 
with a neatly boxed fixture under his arm. 
There are no service complaints. No prob- 
lems on delivery. No breakdowns.” 


e They Tie-In With Appliances. Hillmann 
finds that s profitable to display fix- 
tures in « nection with the appliances 
he stocks he customer is in the store 
for a lighting fixture, he finds it hard to 
overlook th« re of a new refrigerator. If 
he’s there for an appliance, there is the 
constant reminder that perhaps a new 
fixture might in ideal replacement for 
one he’s meant to exchange at home. 


¢ Supply Is No Problem. Hillmann con- 
fines most of his buying to well-known do- 
mestic lines (Lightolier, Artolier, Lektro- 
lite and Framberg) but also stocks some 
imported units. Few fixtures are damaged 
in transit but when this does occur, Hill- 
mann’s distributors are usually cooperative 
in arranging refunds or replacements. 


e They’re Profitable. Hillmann finds that 
the average fixture sale runs about $35. 
On this he earns an average markup of 
from 30 to 35 percent. 


e They’re Easy to Store. Standard quan- 
tity orders of the smaller wall fixtures run 
six to a carton. Since the units are indi- 
vidually packed Hillmann can maintain a 
well rounded stock for his customers 
without having to worry about storage 
problems. It means also that he can gen- 


erally count on having a particular fix- 
ture available when a customer has made 
a choice from his store display. His 
store’s cellar solves the problem of stor- 
age quite adequately even though it is 
only of average size. 


e There’s a Style for Every Prospect. Hill- 
mann has found that a little common sense 
in his buying pattern tends to get him 
over the hurdle of what the latest fashion 
in lighting may be. 

“Lighting fixtures”, he says, “are like 
clothing. They tend to vary with the fash- 
ion dictates of a particular year. Lighting 
shows advance the newer styles each 
year, consumers see them advertised and 
want them.” 

Antique versus contemporary versus 
modern fixtures could make the inventory 
problem a sticky one for the retailer. So 

Continued on page 94 
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[ Ways To Cash In On the World 


Series 


The annual baseball classic isn’t the sales bonanza it 
used to be in the days when television was in its infancy. 
But it can still be put to profitable use. Here’s how 


1. Use It As A Promotional “Event’’ 


For a week or two preceding the event, use the 
World Series as an advertising springboard. If 
you have a “special” in your TV line, advertise it 
as a “Series special.” And even if you don’t use 
the price angle, make the Series the theme of your 
advertising during this period. It provides a natu- 
ral “event” on which you can capitalize. 


2. Use It To Pull Store Traffic 


Don’t be satisfied with merely putting a set in 
the window. It will do no more than you thought it 
would—pull in passersby. If you want to pull 
“quality” traffic, set up several sets within the 
store. Build a guest list by mail, phone or personal 
invitations. Suggest in your advertising that 
“there’s no need to miss the Series while shop- 
ping—build your trip downtown around a visit to 
our store for the game.” 


3. Use It To Build Service Volume 


Use the Series as a theme in your service adver- 
tising. Begin pushing this offer several weeks be- 
fore the Series so that you don’t get caught up 
with an unprofitable rush of service work at the 
last minute. Suggest that the set can be put in 
top operating condition for the Series. And sug- 
gest that right now is a good time to replace an 
old antenna which may be pulling in an unsatis- 
factory signal. 


4. Use It To Build Rental Volume 


You’ll have to scale your prices to local condi- 
tions. In Milwaukee last year sets were going for 
$35 for the entire Series. But in Birmingham, 
Ala., prices ran as low as $10 for a portable, $20 
for a console. And don’t neglect the opportunity 
to convert the rental to a sale. In New York in 
recent years Davega Stores has been converting 
50 percent of its rentals ($25 for a portable for 
the Series, all of which is applicable to the pur- 
chase price). And don’t be afraid to rent color. 
It builds exposure and commands a bigger fee— 
$75 for the Series in Milwaukee last fall. 


5. Use It To Build Goodwill 


Every year at Series time Becker TV in Evans- 
ton, Ill., offers free sets to any location which 
promises traffic—banks, auto agencies, restau- 
rants, the YMCA and so on. The store usually has 
a dozen sets out, tries to loan “hot” items on which 
the store has an adequate stock, the theory being 
that exposure of the set you want to sell is the 
best idea. And remember that while the Series 
can mean extra volume for you, it may hurt busi- 
ness at other types of stores. You can build good- 
will with both businessmen and consumers by 
offering to install a set in other stores so that they 
can advertise “See the Series While You Shop.” 
In any case, be sure the set is prominently identi- 
fied as having come from your store and make it a 


point to check every day to be sure that it is pull- 
ing in a picture which will be a credit to the set 
and your reputation. 

In New York City, lower Manhattan dealer Os- 
car Nadell has found that it pays to lend sets free 
of charge to any customer he knows or anyone 
referred to him by a known customer. Even if the 
customer is unknown, Nadell collects only $25 
and tells him that if he brings in any business 
during the year there will be no rental for next 
year’s Series. One woman he befriended in this 
way turned out to be the purchasing agent of a 
big Wall St. firm, has since brought Nadell at 
least $40,000 in business. A second such customer 
turned out to be a purchasing agent for one of the 
military services. 


6. Use It To Reach Selected Markets 


Atlanta dealer Bok Shelley used the Series to 
expose his gilt-edged list of executives and pro- 
fessional men to color TV. He rented the gym of 
the exclusive Atlanta Athletic Club, installed 
three color sets, served soft drinks and coffee and 
invited 1000 key prospects to stop in and see the 
Series. There was no selling done during the 
event and to preserve the illusion of a “personal” 
showing for the prospect, all invitations were hand 
addressed. 


7. Use It To Key a Contest 


Park Appliance & Furniture invited Buffalo 
residents to guess the total runs scored by each 
team in last year’s Series. To the winner went the 
choice of any Hotpoint appliance or TV set in the 
store. The contest pulled 300 entrants (all of 
whom had to visit the store to deposit their en- 
tries) at a total cost of $1000 (including $700 
worth of newspaper advertising). While little im- 
mediate business could be traced to the promo- 
tion, partner Nick Serio feels that the results in 
terms of traffic, interest and prospective business 
warranted the expenditure. End 
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Valas TV in Denver 
handles over 24,000 


paid service calls 


per year. 


The firm spends 
$100,000 a year 


to advertise 


its 14-man 


service department. 


The result: in 1958 
the firm sold 


2500 new sets 


witheut resorting 
to discounts or 
price promotion 


of any sort. 


it also sold 2000 


used sets at prices 
ranging from 


$58 to $150. 


UT in Denver, Colorado, Rudolph 
Valas is known as “Mr. Service” 
insofar as TV troubles are con- 


cerned. 

He runs one of the largest TV sales 
service operations between Chicago and 
the West Coast. For more than three years 
Valas-TV has averaged better than 2,000 
service calls per month at $3.95 in the 
city, $4.95 out in the suburbs. Figures for 
1957 show 24,670 paid service calls; and 
these do not take into account sets brought 
into Valas’ Broadway shop by their own- 
ers. 

The Denver dealer’s philosophy is a sim- 
ple one. “Give good service and you'll sell 
plenty of new TV sets.” Proof that it 
works is readily available: last year he 
sold 2500 new sets (at an average price 
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of $355) and 2000 reconditioned trade-ins 
(at an average of $92). 

“We don’t give discounts of any sort, or 
use price promotion to pull in our custom- 
ers” Valas says, “We shoot for a 30 per- 
cent margin on TY, sell at list price, and 
use a double guarantee plus our service 
reputation to overcome price objection. 
We will pay $100 for almost any trade-in 
console TV in reasonably good condition, 
because we can get it back in the resale of a 
perfectly reconditioned set with a new set 
guarantee. Trade-in allowances such as 
these look good to the public, and they 
bring us a lot of traffic. Because we give a 
new set guarantee on every used TV we 
sell, and because it is backed up with our 
service department, we can get at least a 
breakeven price on every TV we take in. 
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Look What 
Good Service 


Does For This 
TV Dealer 


Last year we sold 2,000, priced all the way 
from $58 to $150.” 

All this has been done in a market which 
long ago earned a reputation for free- 
wheeling in TV. 


Reaction to the “Hard Sell” 


Denver was a hotbed of price competi- 
tion on TV from the start. One of the last 
major communities to obtain TV, Denver 
went immediately into the “hard sell” type 
of merchandising which had worked out in 
other cities. Valas did a healthy business 
in TV, but he was appalled at the chaotic 
service situation which cropped up. He 
saw poorly trained electronics men open- 
ing repair shops, dealers letting service go 
for weeks at a time, and public distrust 
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Here’s how Valas has turned service into a selling tool 


Bulk of ad budget is devoted to 
promoting firm’s service depart- 
ment since Valas is convinced that 
a satisfied service customer will 
ultimately turn to the firm when a 
new set is being considered. Ninety 
percent of the ad expenditures are 
spent on TV commercials like this 
one in which announcer Dick Lewis 
uses a file drawer full of customer 
reports to make the point that 
while Valas isn’t perfect, 98 out of 
100 customers are satisfied with the 


firm’s work. 


mounting at an ever increasing pace. 

“My contention has always been that a 
dealer can be successful only if he spe- 
cializes in one thing” Valas said. “In my 
own case, I had been getting along fine 
with white goods, but I saw a real oppor- 
tunity for a TV dealership selling its serv- 
ice first. I wanted to sell TV, but I felt that 
the only way I could keep growing would 
be to offer the sort of service which would 
make present and future TV prospects 
trust me.” 


Honesty the Keystone 


Mindful of the aggravating experiences 
which many homeowners had had with TV 
repair, Valas used as his basic credo “abso- 
lute honesty.” In hiring mechanics, dis- 
patchers, salesmen, etc., he has stressed 
this all the way. “A serviceman can drop a 
$130 color TV tube and stay on the pay- 
roll” he says. “But if he misrepresents the 
work he has done, overcharges a customer, 
or does anything in a dishonest way, he’s 
through. Our most direct avenue to bigger 
TV sales is a pleased referral from one 
person to another, and we’ll never get them 
if any customer feels he’s been bilked.” 

Typical of Valas’ thinking where hon- 
esty is concerned is the unique TV com- 
merical which was delivered by Dick Lew- 
is, Denver TV personality, on a Valas 
sponsored program. Instead of the usual 
claims of service superiority, Lewis held 
up a file drawer from Valas’ service cus- 
tomer records, containing 100 cards cov- 
ering as many service operations. Holding 
up two fingers as he talked, Lewis ex- 
plained that of the 100 customers rep- 
resented, 98 had been enthusiastically 
pleased over Valas service on their sets. 
Two, however, he pointed out, had com- 


plained. “We don’t claim to be perfect!” 
Lewis summed up. “We will say that 98 
out of 100 feel that Valas TV gave them 
the best service they could get for their 
money !” 

This refreshing switch from ordinary 
TV commercial technique was probably the 
most sensational locally-produced commer- 
cial in Denver TV advertising history. 
Hundreds of letters poured in to Valas 
complimenting him on his honesty, while 
the TV station got hundreds more. 


He Advertises Service to Build Sales 


Valas spent $15,000 his first year in pro- 
moting TV service, splitting this amount 
up between radio, TV and newspaper me- 
dia. He put $10,000 into the service shop, 
hiring mechanics from as far away as 
California. As soon as he felt that the shop 
warranted the trust, he introduced a 
“gimmick” which has steadfastly sold both 
new and used TV to the most hesitant 
prospect. This is his “double guarantee” 
on new sets, amounting to two full years 
on the picture tube, plus one year parts 
guarantee and 90 days free service on new 
sets. There is a one-year guarantee on ev- 
ery used set, plus the 90 day feature. “We 
simply added our own guarantee to the 
manufacturer’s warranty to run in se- 
quence” Valas pointed out. “Naturally, we 
couldn’t do this without specializing. By 
that I mean we picked the two TV lines 
which experience had showed needed the 
least service attention, specialized exclu- 
sively in these two, and made the public 
wake up to our guarantees.” 

The guarantees are plugged hard on 
Valas-TV’s busy video advertising pro- 
gram, along with service. With as many as 
10 appearances per day on one TV station, 

Continued on page 99 


Combination of efficient service department 
and concentration on two lines of TV makes 
it possible for Valas to promote extended 
warranties like these. What the firm has 
done is to add its own guarantee to that of 
the manufacturer, the two running consecu- 
tively. Used sets carry a one year warranty 
on picture tubes, 90 days on parts. 


Both trucks and men sell for Valas. Fleet of 
ten trucks provides valuable “on-the-street” 
advertising. Firm has no outside salesmen 
but servicemen receive full salesman’s com- 
missions for sets they sell, average 30 sales 
per month. 
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idea digest 


Good ideas don’t always come easily, but 
when they do a little initiative on your part 
can make them prime business builders. 
Here are three which were successful for 
their dealer originators. 


Tired of the same old store layout? TV Specialist, Inc., of 
Colorado Springs, Colorado was. And they did something 
about it. Owner Al Massaro decided that the simplest solution 
to a rapid change of scenery was to mount every display fix- 
ture on small, invisible casters. That made it a simple matter 
to relocate the entire housewares department, for example, 
from the front to rear of the store. Now Massaro changes 
appliance locations on a weekly basis. And, he claims it’s 
meant that volume selling to impulse buyers has risen, since 
they have to look around the store before they find what 
they’re after. 


— 


In Canada they like to dance. So Honest Ed’s in Toronto de- 
cided that a marathon dance contest was just the thing as 
the focal point for a 72-hour promotion. On a Wednesday 
morning 16 couples started dancing. The goal of each was to 
outlast the others and keep going a total of 83 hours. First 
prize was $1,000. Toronto radio stations tied into the promo- 
tion and heavy advertising in newspapers kept buyers in- 
formed of the progress of the event. For Honest Ed’s the re- 
sults were notable. The store’s third floor was constantly 
packed, tremendous local publicity was generated, and fea- 
tured appliances sold in volume. 











* KITCHENS 

* HEATING 

* APPLIANCES 
Where Quality Is Part Of The Bargain, Too 


DIAMOND RING? | 


We do guarantee you a 


24 Carat Washer Value 


Just Buy and See 


SPEED QUEEN 


GREATEST OF ALL WRINGER WASHERS 
LOWEST PRICES - NO MONEY ‘TIL MAY 








943 Military at Pine St. YU $-5166 


OPEN TONIGHT 

















Capitalize on unique situations when 
they come your way. That’s what Don 
Shoffner, of Shoffner’s, Port Huron, 
Mich., did recently. It started when 
a customer cleaning the filter on his 
washer found a diamond ring lodged 
there. The finder took the ring to the 
police. They in turn contacted Shoffner 
from whom the washer was originally 


purchased. Shoffner advised them that 
it might be wise to contact the factory 
on the theory that the ring might have 
slipped from an employee’s finger. 
Then he proceeded to make the most 
of the publicity content of news items 
in the local paper. Just how well he 
did it may be judged from the news- 
paper advertisement shown. 
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“Payoff parade” through downtown Stockton dramatized fact that 
Ross & Hill had sponsored radio station’s “treasure hunt” and made it 
possible to wring last drop of promotional value out of the stunt. 


In Stockton, Calif., dealer Bill Ross 


has proved that it pays to 


Merchandise 


Your Promotions 


The Basic Promotion: 

Ross & Hill bought in on a stereotyped 
but proven promotion when they agreed 
to sponsor a “Hidden Treasure” stunt 
undertaken by radio station KJOY. 

The copyrighted promotion provides 
for a prize certificate to be hidden some- 
where in the community. Clues to its loca- 
tion are broadcast by the station and are 
distributed in printed form at the store 
of the sponsor—in this case Ross & Hill. 

For some time before the promotion got 
underway, 20 spots a day were broadcast 
by the station ballyhooing the treasure 
hunt. During the 30-day promotion a pro- 
motional spot was broadcast every 10 
minutes. Once an hour a commercial spot 
giving clues to the location of the treasure 
was broadcast. 

Backing up this radio promotion were 
film spots in three theaters and daily 
news bulletins on tables in the dining 
rooms of the city’s hotels. 

Thanks to a favorable contract with 


Sm: 


we 


Paying the winner in silver dollars in a wheelbarrow gave Ross 
& Hill an opportunity to try for newspaper publicity which nor- 
mally would not have been possible with a promotion created by 


a radio station. 


the radio station and co-op allowances 
from distributors, the total out of pocket 
cost to the store was only $60. 


Improving on the Promotion: 

Owner Bill Ross decided that he him- 
self could add a few touches which would 
insure the treasure hunt paying off. 

That’s why Ross & Hill began promot- 
ing “treasure hunt specials.” Ross made 
this decision for two reasons: 

(1) Specials would heighten the inter- 
est of residents who were following the 
treasure hunt. The specials were prac- 
tically guaranteed close attention from 
customers listening to the hourly clues. It 
gave these people an added reason for 
visiting the store to pick up the clue 
sheets. And for the 200 or so who did 
visit the store each day, it provided an 
incentive to spend a little time there. 

(2) Ross realized that many radio lis- 
teners would hear the treasure hunt com- 
mercials but weren’t particularly inter- 
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ested in following up the clues. The spe- 
cials would provide an incentive for these 
people to visit the store. 


Merchandising the Promotion: 

Ross arranged for a flamboyant “pay- 
off” to the winning contestant. He made 
the award in silver dollars, delivering 
them in a wheelbarrow. Finally, Ross ar- 
ranged for a police escort to transport 
the wheelbarrow full of cash from the 
store to the bank. The parade covered 
seven blocks of downtown Stockton’s 
shopping area and was timed for high 
noon to capitalize on peak traffic. The 
carefully-staged payoff was designed to: 

(1) Dramatize the fact that the store 
and station really had awarded the prize; 

(2) Create interest among residents 
who had not yet heard of the promotion; 

(3) Provide a vehicle for newspaper 
publicity which had not been possible 
while the promotion was being used by a 
radio station. End 
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FASHION MODELS make their entrance 
from 35-foot-high mockup of RCA Victor 
Color TV set. At left, KRON-TV color 
cameras train their sights on MC Vaughn 
Monroe, the “Voice of RCA.” TV station 
officials estimate that some 40% of San 
Francisco homes watched the TV shows. 


‘CAPTURES 
SAN FRANCISCO! 


This is what happened: for the first time San Francisco fashion industry televises 
annual show in color—150 fashion stores and RCA Victor dealers tie in—400 display 
windows devoted to promotion—hundreds of thousands watch in Union Square 

and on Color TV broadcast—papers crammed with news about Color TV—color set 
sales rocket—overwhelming success proves: Color TV promotion pays off! 


v 


Py -_ 4 =] % 

MOBS RUSH to get Vaughn Monroe’s au- 
tograph during his personal appearance at 
H. C. Capwell & Co. Other RCA and NBC 
stars—such as Ben Alexander, Jeanne 
Cagney and Arthur Fiedler—made appear- 
ances, too. Big crowds gathered around 
them and Color TV sets all over town. 


@ RCA 


PAGE 70 


RADIO CORPORATIO 


# 


ADVERTISING AND PUBLICITY support 
helped in the promotion’s success. Others 
among the participating stores were: 
Macy’s, I. Magnin & Co., Joseph Magnin, 
The Emporium, Kahn’s, City of Paris, Roos 
Atkins, The White House, Livingston’s, 
H. Liebes & Co. and Hale’s. 


CTOR 


OF AMERICA 
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Famous Union Square in downtown San Fran- 
cisco is turned into a gigantic Color TV show- 
room for the “San Francisco Designers Fall 
Fashions in Living Color” show, July 23 and 24. 


Ray Bentley, Bentley Electronics: “The 
color came through beautifully. We had 
very impressive in-store attendance.” 

Mr. Jacoby, Ad Manager, H. C. Capwell: 
“This joint effort has given us a new and 
exceptional promotion tool. The success 
of the promotion has already been felt.” 
Morry Knox, Knox Television: “I was very 
encouraged about the number of persons 
who came in to see the show, and definitely 
feel...(it) will prove to be a stimulus for 
future sales of RCA Victor Color TV.” 
THESE QUOTATIONS tell the success of 
the promotion. Wherever Color TV is ac- 
tively promoted like this — whenever suffi- 
cient time and effort are expended to sell 
Color TV—Color TV gets sold! 
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KITCHEN 


By providing builders and 


contractors with kitchen plans 


free ofcharge .. . 


This Dealer 
HELPS 


Builders Get 


Kitchen 
Business 


T HE kitchen plan on Frank Reitz’s 
drawing board will go to a St. Paul, 
Minn., builder free of charge. 

That’s the secret of a new kitchen sell- 
ing plan which has enabled the Calander 
Co. to boost its kitchen business ten-fold 
in the last two years. Volume currently 
runs between $190,000 and $125,000 a 
year. For the firm, the profit comes from 
selling the built-ins and materials for the 
kitchen which it designs free of charge 
for the contractor or builder. 

“Builders frankly admit that the plan- 
ning of a kitchen is a time-consuming 
business that they are usually glad to un- 
burden on us,” says Reitz. “Their custom- 
ers seem to feel that there is an advan- 
tage, too, in obtaining the services of 
kitchen specialists. 

“If the customer contacts us directly, 
we make the plan, then refer the customer 
to a builder from a list that we maintain. 
Or, infrequently, we arrange the financ- 
ing for the customer, hire the installation 
crew and supervise it,” Reitz explains. 

“In the majority of cases, however, our 
first contact is with the builder, as we 
have set out to obtain business primarily 
in this fashion. We make a regular sched- 


ule of personal calls on the builders and 
remodeling contractors, advising them of 
our service. Most are delighted to take 
advantage of it because they readily ad- 
mit that they do not have the time, pa- 
tience or inclination to plan kitchens.” 

Builders and contractors are supplied 
with catalogues, price sheets and exam- 
ples of kitchen plans during the course of 
a visit from Reitz or George Calander, 
vice-president of the firm. Prices in these 
catalogs run about five percent below list. 
But builders are granted a discount of 
about 20 percent from these “catalog” 
prices. 

To keep contact with the builders, the 
firm holds a regularly scheduled series of 
dinners, in its St. Paul showrooms. 

Reitz and Calander prepare the dinner 
themselves, cooking it in one of the fully 
operating kitchens which are set up at 
Calander Kitchens. “While we’re broiling 
a steak, we show the contractors how the 
broiler operates,” Calander explains. 
“Likewise, they see how vegetables can 
be oyen-cooked. When the meal is fin- 
ished, they can see how the dishwasher 
operates.” 

In this type of business, where there are 
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no commitments for purchase of units un- 
til after the design is considered and ap- 
proved—and even then “we may lose the 
ball entirely”—each job is something of a 
gamble. But it is a gamble with few losses, 
Reitz and Calander have found. 

Like other kitchen designers, however, 
they take as many precautions as possible 
to retain possession of the design and 
layout. One ingenious method they use is 
the preparation of the design for presen- 
tation: 

The design is laid out (to half-inch scale 
so that the customer can use an ordinary 
ruler to translate) two ways: first the 
floor plan and, then each wall “laid flat’ 
so that the design may be turned any way 
desired for different views and analysis. 
Then the whole is mounted on a piece of 
Marlite, covered with cellophane and 
bound with pressure tape. “This makes 
quite an impressive, heavy package,” 
Reitz points out. “And the customer is 
more hesitant to ask to retain it than if 
it were simply a paper roll. An added ad- 
vantage is that, if and when the plan is 
approved, it can be removed from the 
board, the cellophane peeled off and it is 
ready to be duplicated.” End 
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FIRST! FOR SMALL 
UNVENTED ROOM 
HEATERS, RECESSED 
WALL HEATERS, 
THROUGH-THE- 
WALL HEATERS! 


eeeeeeee 
pnccccegocseoecccooooooesooooreee 
oor 


For manual operation—C590 Gas Cock 
Pilotstat*— with or without pressure regu- 
later. You get dependable 3-position gas 
cock automatic pilot safety. And, as with all 
these Honeywell low-priced controls, the 
pressure regulator is located properly in the 


gas stream to provide maximum flexibility 


for all types of installation. * Trademark 


For complete information on Honeywell's low-priced line 
of heating appliance controls or Honeywell's complete 


. 
. 
. 
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For self-contained thermostat operation, 
V5150—with or without pressure regula- 
tor. Features snap-action remote bulb ther- 
mostat. The V5150 is specifically designed 
for lower capacity heaters, as is the complete 
line of controls illustrated. All contain Honey- 


well quality components; all are competi- 
tively priced. 


control line, call your local Honeywell office. Or, write 
Honeywell, Dept. EM-9-35, Minneapolis 8, Minn. 
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For wall-mounted thermostat operation, 
V8149—with or without pressure regula- 
tor. This precision-engineered Honeywell gas 
control is operated by 24-volt wall-mounted 
thermostat (ideally, the T-86 Honeywell 
Round, world’s most popular thermostat). 
All of Honeywell’s low-priced controls can 
be easily serviced in the field. 


Honeywell 
Fouts in. Couto 
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HERE'S THE 











Ii) KITCHENAID 





CONVERTIBLE DISHWASHER 


today a portable...tomorrow a built-in, but always a KitchenAid! 


KitchenAid’s new convertible dishwasher 
gives you an opportunity for immediate sales 
to an added market for home dishwashers— 
YOUR prospects who want a KitchenAid 
now, but who plan to remodel, buy or build 
later...don’t want to buy a portable and then 
a built-in...or simply want a front-opening 
portable. They buy the KD-52P as a glam- 
orous, front-loading portable, take it with 
them when they move or install it under a 
counter whenever they build, buy or remodel. 
Quickly and simply...it converts to a built-in. 
The spacious maple cutting top can be left 
in place to add a custom touch to the kitchen 
and to become a handy food preparation 
center. 


The convertible is truly KitchenAid in 
every detail. The same superior features of 
KitchenAid built-ins and portables are com- 
bined in this new convertible model: exclu- 


sive Hobart high-velocity revolving power 
wash and rinse, sanitized flowing hot-air 
drying, spacious racks, dual strainer system, 
foolproof timer-control indicator, warm-up 
feature and the same effective capacity of 
the built-in models, plus the versatile snap- 
on dual fill-drain hose and plug-in power 
cord, separate start control and movability 
of the portable model... plus the maple cut- 
ting top. 

The new KitchenAid convertible-portable 
incorporates the advantages of the complete 
line of automatic KitchenAid dishwashers, 
since it is exactly right for any prospect who 
owns, rents or intends to build or remodel. 
There is truly a KitchenAid for every kitchen 
now—and additional sales prospects for you! 
For information, write KitchenAid Home 
Dishwasher Division, Dept. KEM, The Ho- 
bart Manufacturing Co., Troy, Ohio. 


Broad, ball-bearing casters 
provide easy movability 
anywhere. Spacious maple 
cutting top (counter height) 
is ideal for food preparation, 
saves counter top from knife 
markings. 





> 
i 


Plug-in power cord and dual fill-drain hose 
are stored out of sight and out of the way in 


| special receptacle in rear panel. 


The most compiete line of home dishwashers in the industry 
—bullt-in, free-standing, dishwasher-sink combination, 
counter-height, top-loading portable and front-loading con- 


vertible-portabie. 


KitchenAid. 


The Finest Made... by 


The World's Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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A reputation for service . . . anda “personalized” credit 
policy are the two merchandising tools which, as far as 
Harbor Hardware in Aberdeen, Wash., is concerned, are 


the secret of ... 


How To Sell Housewares 
At List Price 


H ARBOR HARDWARE never sells a 
small electrical appliance without mak- 
ing a clean 33% percent profit. 

There are two reasons for this, accord- 
ing to Mrs. Grace Lambert, store head. 
First, all electrical housewares prices are 
“justified by the service department” and 
second, the store uses a liberal credit plan 
of its own development to sell even the 
most expensive small electrical appli- 
ances with a minimum of time and diffi- 
culty. 


SERVICE The service department, lo- 
cated in the rear of the store, is the num- 
ber one asset in maintaining this unique 
situation. Extremely well-equipped, the 
service department is the largest in the 
city, and is capable of repairing almost 
any appliance on the spot, with none of 
the customary drawbacks such as long de- 
lays while the appliances are shipped 
back to the factory, etc. Two men are on 
full time duty in the repair shop, and an- 
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other is available from Harbor Hardware 


Company’s staff of twelve employees. 

All salespeople in the store unhesitat- 
ingly “sell the guarantee” when a cus- 
tomer balks at the manufacturer-suggest- 
ed list price for a coffee maker, a waffle 
iron, or an electric mixer. Justifying the 
price means simply escorting the custom- 
er to the rear of the store, and making 
sure that he gets a good look at the serv- 
ice department, always busy with appli- 
ance repair, and knows that the guaran- 
tee will be upheld during the warranty, 
and repairs made at low rates, after the 
warranty has expired. 


PERSONAL CREDIT Equally helpful in 
selling more expensive appliances either 
as gifts, or for personal use, is the 
store’s revolving credit plan, in existence 
for the past five years, and entirely fi- 
nanced with Harbor Hardware Company’s 
own funds. Instead of attempting to com- 
press every customer into the cut-and- 
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dried regulations of standard credit 
plans, Mrs. Lambert, writes each requested 
time-payment plan on an individual ba- 
sis, as worked out by the customer, on 
their own stated payment ability. In buy- 
ing an expensive roaster, for example, a 
customer may report that she can make 
three payments of $25 apiece, spaced five 
weeks apart, and the contract is simply 
written that way, with one-third down, 
and the remaining payments set up at the 
customer’s convenience, rather than the 
store’s. All standard credit plans are 
available, in addition to these “tailored to 
the situation” variety. It is significant 
that around 75 percent of the store’s cred- 
it sales are written on the latter. 

Many contracts are written on a 10 
percent down basis, with 12 months to 
pay, and where the amount involved is 
more than $150., 24 months are given. 
Such “personalized credit” goes a long 
way toward selling better priced appli- 
ances. End 
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HOT 
WITH 


...a dramatic, 
new concept 
in selling 
Automatic 
Washers! 


T WASHER 
CH COMMAND 


OIN 
TOU 

















6 
as easy to demonstrate as .. OUCHING BUTTON! 


Now, just by touching a button, you can sell 1960’s most exciting new 
: . | FULL | PARTIAL| SELECT WARM COLO 
washer feature—new Hotpoint TOUCH COMMAND! Just touch one button nineteen 


to show your customers how Hotpoint automatically provides the proper 


wash and spin speeds, the proper wash and rinse temperatures for any = call ‘ 
washable. There’s no guesswork, no fumbling with complicated gadgets - a 

—just touch a button and Hotpoint TOUCH COMMAND does the rest. It’s eas- 

ier for your customers to operate, easier for you to sell. Hotpoint Toucn FILL RINSE | 
COMMAND is a powerful step-up feature designed to increase your washer wuite | wot. |waswn |waswn | woou | sons 


sales and profits. COLOR-| COLOR-| WEAR | WEAR | WOOL | LIGHT 
° | T ) 
And Hotpoint will hammer home the ToucH COMMAND story to the cock FAST | STONOY | /CUNISS Sennen See 


| aR RI 


prospects in your area with the most powerful washer introductory cam- ui {ey 


paign in its history. The national advertising is backed by a complete 
promotional program that enables you to cash in on this big pre-sell for eT 
extra business. 


Your profit opportunities are greater than ever with ToucH COMMAND | REGULAR | MODERN r SPECIAL 


the big, new difference from Hotpoint! 
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ONLY 


gives you the terrific sales power of... 


TOUGH COMMAND 


...~lus so many other quality features! 


NEW AUTOMATIC DUAL-DISPENSER 
for bleach and rinse additives 


helps you close more sales! 


No more standing around waiting to add bleach or rinse 
additives to the wash—the new Hotpoint Dual-Dispenser 
does it automatically! Bleach is added at the proper time 
after the detergent has been activated, so the wash re- 
ceives full benefit from both bleach and detergent. And 
the Hotpoint Dual-Dispenser automatically adds softener 
or fabric conditioner to the final rinse, too. Results: 


cleaner, softer, easier-to-iron clothes for your customers. 


THE NEW 1960 HOTPOINT WASHER LINE 


Hotpoint 3-Cycle Washer 
Mode! LW030 


Offers your customers an impres- 
sive list of fine Hotpoint features 
at a low price! Has 3-cycle dial, 
pushbutton wash temperature 
controls, all-porcelain finish in- 
side and out, partial load control, 
and “wrinkle-free” washing. Sell 
up to the LW050. 


Matching Dryer: Model LB030 


< _--™. 
» > 


Actual sections of an automatic 
washer cabinet after 10 years’ usage. 
Porcelain enamel section (above), 
still looks like new, while the syn- 
thetic enamel (below) has rusted. 


ALL PORCELAIN FINISH ON ALL MODELS! 


Only Hotpoint gives you this powertul 
quality story to help you sell! 


A washer has to stay clean to wash clean! And only 
Hotpoint gives you a genuine all-porcelain finish inside 
and out on every model in the line for positive protection 
against rust, corrosion, stains and alkalis. Continuous ex- 
posure to water and moisture often cause ordinary fin- 
ishes to break down—but the Hotpoint all-porcelain finish 
keeps its “just bought look” for years. Sell Hotpoint qual- 
ity and you sell customer satisfaction! 


Hotpoint Pushbutton Washer 


Model LW050 


SEPTEMBER, 


Has all the features of the LW030 
plus full-width backpanel, 3-way 
fill control, lighted dial and push- 
button selection of wash and 
rinse water temperatures. Also 
offers lint filter and detergent 
dispenser (optional on LW030). 
Sell up to the LW070. 


Matching Dryer: Model LB050 


Model LW0506—Same as LW050 
with Suds-Stor Water Saver. 
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THE HOTPOINT 


__UNDERWATER 
Tin FILTER, 


irs a ad 


EXTRA VALUE HOTPOINT FEATURES YOUR CUSTOMERS WANT! 


“WRINKLE-FREE” WASHING ... cold water automatically 
added during last 2 minutes of wash and rinse cools clothes, 
reduces spin wrinkles, makes ironing easier. 


SEDIMENT SWIRL-OUT.. . automatically traps sand and 
heavy soil at the bottom of tub, then spins them out through 
the sediment ejector tube. 
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Hotpoint All-Fabric Washer 
Model LW070 


This all-fabric washer with 4 
speed flexibility gives customers 
pushbutton selection of separate 
agitation and spin speeds, plus 
wash and rinse water tempera- 
tures. Includes all the features of 
the LW050. Sell up to TOUCH 
COMMAND LWo090. 


Matching Dryer: Model LB070 


1959 


TRIPLE-ACTION RINSING... Jet Spray Rinse and Deep Ac- 
tivated Rinse remove suds and soil, Overflow Rinse floats 
them out of tub—not through clothes. 


5-YEAR WRITTEN WARRANTY... quiet, dependable coaxial 
transmission has five-year written parts replacement war- 
ranty; one year on entire mechanism. 


DESIGNED FOR PROFITABLE STEP-UP SELLING! 





Hotpoint TOUCH COMMAND 


Washer, Mode! LW0980 


The touch of a button automati- 
cally gives you the proper wash- 
ing method for any fabric. Has all 
the features of LW070 plus TOUCH 
COMMAND, full-width fluorescent 
light and new automatic Dual- 
Dispenser that adds bleach and 


softener to wash. 


Matching Dryers: 
Models LC090 and LB090 





THE INDUSTRY'S MOST CONVINCING LINT FILTER STORY! 
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HOTPOINT TAKES THE GUESSWORK 
OUT OF DRYING WITH 3 SEPARATE 


DRYING METHODS for every fabric need! 


Sell up to the ToucH COMMAND dryer with the touch of a button! 
Here is truly automatic drying—the mere touch of a button gives 
you the proper drying conditions for any washable! And, the new 
Time Command Dial makes it simple to select the proper drying 
time for any fabric. Three cycles dry clothes with individual care: 
| FABRIC MINDER — automatic shut-off cycle 
for all regular fabrics 


2 wast-aNo-WEAR —for “wrinkle-free” synthetics 


} SELECT-0-TIME —for special items, damp drying 


LOOK FOR THAT 


DRYER 
CH COMMA 




















100% VENT-FREE! YOUR CUSTOMERS 


CAN SAVE %15 to *30 AND MORE ON 
COSTLY OUTSIDE VENTING! 


There’s no venting to get in the way of sales with the new Hotpoint 
TOUCH COMMAND Dryer. Clothes dry quickly and safely in a sealed 
chamber-—lint and moisture go down the drain, not out into the room 
or the yard. And, only Hotpoint gives the clean, safe, even heat of 
genuine Calrod® heating units. Let the Hotpoint 100% VENT-FREE 
Dryer help you step-up to bigger profits in 1960! 


HOTPOINT also offers a full line of AIR BLOWER DRYERS that 
give your customers pushbutton, all-fabric drying. 


DIFFERENCE! ( your Customers do! ) 


A Division of General Electric Company, Chicago 44, Iilinois 


ELECTRIC RANGES - REFRIGERATORS * AUTOMATIC WASHERS - CLOTHES DRYERS * CUSTOMLINE® 
DISHWASHERS * DISPOSALLS® - WATER HEATERS - FOOD FREEZERS <- AIR CONDITIONERS 
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Young 
Chicago 
loves to buy.. 




















Your prime prospects for appliances are the young 
householders with growing families to bring up. 


In Chicago and suburbs the Sun-Times reaches more 
young men and women up to 35* than any other 
Chicago newspaper. 


Your advertising—in full color or black and white— 
is sure to reach these “biggest buyers’ when you 
run in the Sun-Times. 


Sun-Times 


*Source: Publication Research Service Study No. 5 
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General Electric gives 
—in portable 
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~ GENERAL ELECTRIC GIVES YOU THE EXTRAS! 


Delicious coffee It's a toaster 
every time...automatically! and “oven” in one! 


“Upstairs,” this versatile General Electric Toast-R-Oven* 
Ufetime Steintess Steel, inside and out! That's the secret of makes toast just the way you want it 
truly delicious coffee every time, with this beautiful new “Dewnstairs,” it makes delicious melted cheese sandwiches. 
General Electric Automatic Coffee Maker por heats rolls and muffins, keeps up to 6 slices of tosst warm 
For stainiens steel is so easy to clean No stains, no rancid See the General Electric F61 Spray, Steam & Dry Iron and 
coffee cal remdue to open! delicate fevor the T83 Toast-R-Oven at your dealer's as soon as you can! 
It's completely automatic. too! No watching. no timing You ss Cate beGeee Gee eau 
@tt dehcrous coffee whether you make 2 cups or 9 Just select 
the strength you prefer on the handy Brew Selector 


. P TOAST POPS UP EXTRA HIGH! 
_ No more fo “Wadden” toner 
EXTRA! EXTRA! ) = oonvenduntngee 
— 
LIPETIME STAINLESS STEE REHEATS WITHOUT REPERFUNG a a We B 
wer stems and em nt ' Rehest Coffee . hs Ow 
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GENERAL ELECTRIC GIVES YOU THE EXTRAS 


It sprinkles 
as you iron! 


Here's the General Electric Spray 


fret with a built in spe 
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whips, mixes drinks! General Elect prefect wollte General Electr: Company Portable Apphance 


table Mixer us ot . ' Grows delicious coftve eutomasiontiy! enoral Department. Bridgeport 
EXTRA! EXTRA! n . e ectree Autos 


matic Coffee Maker 
IT'S A STEAM IRON! IT'S A ORY IRON! Grills sondwiches, fries bacon steel in to protect flavor Extra— reheat apiihidiiinietiieeme 
m with Eve me teen 7 we} q General Electr: Automatx Grill and Waffle Bote . 
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full line of General E lectric Portable Appliances 
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you the EXTRAS 
appliance advertising, too! 


week after week after 


week ... A new kind of advertising campaign, for all 

General Electric Portable Appliances, from September to 

December—your best Fall Selling Weeks! In LIFE * LOOK > 

POST AND 11 OTHER LEADING MAGAZINES. A total of 
158,000,000 IMPRESSIONS! 


25 product demonstrations 
this fall on “College Bowl”! 


CBS NETWORK-—SUNDAYS, 5:30-6:00 PM EDT—25 commer- 


cials in 13 weeks—reaching an average weekly audience of. 


3,000,000 FAMILIES! 


EXTRA! BIGGEST CHRISTMAS ADVERTISING 
CAMPAIGN IN PORTABLE APPLIANCE HISTORY !... 
appearing in 17 publications with a total circulation 
of 52,000,000 readers! 


EXTRA! FUTURE HOMEMAKERS CAMPAIGN ... 
A special advertising and promotion program designed 
to build extra sales for you in the vital Youth Market 
... featuring ads in leading youth and home econom- 
ics publications. 


EXTRA! UTILITY PROMOTION PROGRAM... De- 
signed to encourage the desire for better living in rural 
areas, through General Electric Portable Appliances. 
Full-page ads in Electricity On The Farm will reach 
850,000 readers per issue. . . 


Progress /s Our Most Important Product 
GENERAL @@ ELECTRIC 


General Electric Company, Portable Appliance Dept., Bridgeport 2, Conn. 
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FISHER RADIO CORPORATION — Qual- 
ity hi-fi component manufacturer. 


BEN ARONS, VICE PRESIDENT, 
Fisher Radio Corporation. 


EASE OF OPERATION is one reason why 
employees prefer a National System. 


“Our @alional System 
saves us ‘21,000 a year... 


pays for itself every 12 months!”’_Fisher Radio Corporation 


Long Island City, New York 


“Our National System solved an al- 
most impossible task for us,” writes 
Ben Arons, Vice-President, Fisher 
Radio Corporation. “With instant 
calculations provided by our three 
National Class 3100 machines, distri- 
bution and sales figures are now up-to- 
date daily—a vital factor in planning 
future production. 

“Prior to installing our National Sys- 
tem, monthly statements were submit- 
ted to customers during the middle of 
the month. Now, accurate, easy-to-read 
statements are mailed on the first of 
each month. Immediate credit check- 
ing is feasible since all sales and cash 
receipts are posted daily, and available 


by checking a customer’s ledger card. 
With efficient service like this, it is no 
wonder that we apply the National 
System to every bookkeeping function. 

“Our National System has indeed 
become an integral part of our opera- 
tion. I recommend it to any business 
desirous of lowering bookkeeping costs 
while increasing over-all efficiency. Our 
National System saves us $21,000 a 
year...pays for itself every 12 months!” 


Ke Matin! 


Vice-President 
Fisher Radio Corporation 


Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly 
through savings, then 
continue to return a 
regular yearly profit. 
National’s world-wide 
service organization 
will protect this profit. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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YOU CHARGE TOO MUCH 


It was stated in the last in- 
stallment of the series, “Major- 
appliance Service,” (Electrical 
Merchandising, December, 1957) 
that the ideal labor markup is 
300 percent, but that one could 
get by with a 250 percent mark- 
up if he doesn’t give free esti- 
mates. This statement, based on 
the author’s 28 years’ experience 
in the business, was strength- 
ened in a recent discussion with 
the area service manager of one 
large appliance manufacturer. 
When asked about the labor 
markup used in his organization, 
he took pad and pencil and wrote 
this simple formula: 

$2.40 per hr., labor cost 
2.40 overhead 
1.20 incidentals 


$6.00 retail hourly rate 

Cost of labor will vary, of course, 
with the cost of living index 
from one area to another. The 
minimum charge, in the forego- 
ing example, is set at $6.50 and 
includes average travel time and 
up to a half-hour’s labor on the 
job. So the rate reads like this: 
$6.50 for the first half-hour or 
fraction, plus $1 for each ten 
minutes thereafter. 

This district service manager, 
whose organization has for ten 
years ranked first in the several 
areas of proficiency in which 
this manufacturer’s service 
branches are graded, pointed 
out that with an adequate retail 
labor rate, servicemen can af- 
ford to stick to the base charge 
even when the time runs a few 
minutes over the half-hour min- 
imum. Other jobs through the 
day are likely to run a few min- 
utes less than a half-hour, so 
nothing usually is lost in the 
long run. But much is gained by 
this practice, for it means that 
most jobs come within the mini- 
mum charge and from such, one 
kind of complaint—“Why did 
it take him so long?”—is elim- 
inated. When the serviceman’s 
initial inspection tells him that 
the labor charge will exceed the 
half-hour minimum he quotes an 
estimate. 


STORY STARTS ON PAGE 60 


It is interesting to note, also, 
that the retail labor charges just 
mentioned are not scaled to earn 
a profit. Statistical records were 
bared to prove that point. This 
manufacturer feels, and doubt- 
less others share his opinion, 
that a sales organization’s serv- 
ice department should be oper- 
ated without direct profit. 

2. Flat Rate Charges for La- 
bor. There is circulating 
throughout the industry much 
talk about flat-rate charges for 
labor. One plan under discus- 
sion—and already in use by 
some servicing agencies—fea- 
tures a minimum service charge, 
similar to that hitherto men- 
tioned, to cover (1) average tra- 


vel expense, (2) the time spent | 


in making a preliminary exami- 


nation of the appliance and pre- | 
paring an estimate when such is | 


deemed advisable, and (3) min- 
or adjustments. When parts are 
needed, a piece rate for labor for 


each part is added to the mini- | 


mum charge. 


This method of pricing labor | 
has been used for some time by | 
many servicing agencies on cer- | 
tain standard operations, such | 
as for motor and mechanism ex- | 


changes and the like. 


Such a pricing system when | 


used as an over-all procedure 


does afford the customer a | 
unique benefit in that every op- | 
eration has a set price which | 


will not vary even if the repair- 
er is slowed by difficulties. This 
method does, however, require a 
rather comprehensive price list 
of labor units. If you are not 
now using this plan and it in- 
terests you, talk it over with 
your service counselor. 

3. Parts Prices. In order to 
avoid embarrassing questions 
with respect to a difference be- 
tween your selling prices for 
parts and those of the manufac- 
turer, you prefer no doubt, as 
many servicing dealers do, to use 
the manufacturer’s suggested 


retail prices for parts, even | 


though your discount may be as 
low as 25 per cent. 





wire products. Expertly engineered and. 


Backed bape 


Presented in modern repu-— 
ps swiftly available from a en . 


tation for Quality ...a 
house close to YOU. 


Any distributor or wholesaler who gives it a ‘ea TRY 
should acSELLerate his wire business by going CORNISH. © 
SOLD OWE THNOREM ACORERTED JUROR. 2 a 


Have You a. 2 Latest Catalog? stk: 


RO RE A 





Santa Claus Has Been Working... 

. with Electrical Merchandising’s editors for almost two months to 
help bring our readers a pre-season package of useful ideas on how 
to make their store holiday headquarters for neighborhood buyers. 
You'll find it all neatly gift-wrapped in an October bonus feature . . 


“Christmas is Coming”’ 
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Producers of Quality Wire Products for Home 





CORNISH WIRE CO., | INC. 


50 Church Street New York 7, N.Y. 


REPRESENTATIVES 
BRIDGEPORT @ CHARLOTTE 
@ DALLAS DENVER 

@ MINNEAPOLIS 
@ ST. LOUIS 








@ ATLANTA 
CLEVELAND 
@ LOS ANGELES 

@ ROCHESTER 


@ CHICAGO 
@ DETROIT 
@ PHILADELPHIA 
@ SAN FRANCISCO @ SEATTLE 
@ Stock carried 


@ CINCINNATI 

@ KANSAS CITY 
PITTSBURGH 

@ WILLIAMSTOWN 


Farm and Industry 


PAGE 83 











| |The Combo 
World’s Newest Sibi ai | STORY STARTS ON PAGE 62 


_ | This point bears repeating: 
MVM O St ie W erf u l ale According to the latest AHLMA 
a a Ma |\survey—and the technique and 

|sample are thoroughly present- 


Rechargeable f . oe — _able—owners of late-model com- 


we |bination washer-dryers can ex- 
° - |pect less trouble than owners of 
H ] a on lal ] l oa leur ; | late-model automatic washers 
jand dryers. The survey covered 
only consumers who purchased 
new laundry equipment during 
the first six months of 1958. And 
it queried them only after they 
had acquired several months’ 
|experience with their new equip- 

| ment. 
| The survey is convincing 
‘enough in that it backs up those 
jappliance manufacturers who 
ihave been saying—in private— 
| that their combo experience was 
“surprisingly” good. None of 
them have ever gone out on a 
\limb in public—and for good 
reason, up to now. It could be 
that this will change. Ordinar- 
ily, the only thing that makes a 
manufacturer shy about boost- 
ing his products is the fear of a 
withering cross-fire from his 
hostile competitors. There are 
very few left to be hostile about 


f RECHARGEABLE _ 


block the combo has been buck- 
i, V7, ing. The others are all very ef- 
Z4y| tght fective at the point of sale, too. 
Briefly, they are: (1) Length of 
time for the whole cycle; (2) 
Amount of water combos use, 
particularly hot water; (3) The 
fact that when one unit is out, 
both are out; (4) Inefficiency in 
NEVER NE EDS BATTERIES water extraction; (5) Price; 
and (6) Cost of operation, which 
Now for the first time, a powerful full beam rechargeable ties in with both 1 and 2 above. 
flashlight that never needs batteries and burns brightly | Used negatively by a good 
for hours on a single charge. Can be recharged thousands of |man, the above points can and 
times in any electrical outlet (110 AC). do give a prospect plenty to 
Sapcrate two halves apy oe Ue ae — think about. However, there are 
FEATURES: Built in ALNICO magnet - Metal clip - Luminous push answers, and they’re good an- 
button « Uses standard bulb - Leather belt loop - Unbreakable case swers. In fact, some of them 
turn into selling points: 

(1) Time is strictly relative. 
AVAILABLE ACCESSORIES: Automobile cigarette lighter charger; _|!* #8 true that a hard-working 
Calf- grain carrying case. housewife who watches her min- 
utes carefully, and owns a sep- 

Insert prongs Ask about our new full line Life Lite merchandising program arate washer and dryer can rush 
into any outlet (110 AC). a load through the two units in 
: far less time than she could 
over (ie Lif RECHARGEABLE FLASHLIGHTS with a combo. And it is true that 


as shown. 


¢ 7 FULL RECHARGES FOR 1¢+ PAYS FOR ITSELF IN SAVINGS 











she could start a second load :” 
washing while the first was dry- 

ing, and really make time. But 

whose time is she trying to 

save? The machines? Or hers? 

POWERFUL BEAM BUILT-IN ALNICO MAGNET CARRYING STRAP LUMINOUS SWITCH With the combo, she loads it, 

The two-tone gray The Sithouette is al! 


and she unloads it. That’s all. 

with golden trim is pink with golden USES STANDARD BULB ® CANNOT LEAK OR CORRODE © UNBREAKABLE CASE © GIFT BOXED © MADE IN U.S.A. | . . 5 
an ideal home & car trim. A beautiful & Conti sued on mage 86 
ight Fits into practical accessory 2 7 nm page ) 
pockets or qere for @ woman's hand- 
compartment bag or pocket. $5.95 





Gulton tndustries, Inc., Metuchen, N.J. 
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NO WASHER SAYS VALUE FASTER THAN AN... 


A) Whinkpoot 
WITH WRINKLE- FREE 


—on mORAINS 


as a I ho 
ae an 


Here’s a value feature that’s quickly recognized and quickly bought by women in 
these summer months when wash ’n wears are so popular! Only RCA WHIRLPOOL 
offers exclusive suspension cooling that gives true wrinkle-free washing. At 
the end of the washing period while the man-made fibers are pliable from the 
warm water . . . wash water is drained intermittently and replaced immediately 
with cold water. Clothes are held in suspension while water is tempered and 
their wrinkle resistance restored. It’s just one of the many most-wanted features 
you can offer a prospect in the RCA WHIRLPOOL “‘self-setting’’ washer . . . the 
greatest value in washing today. 


Plus... 10-cycle pushbutton washing . . . full-time, built-in Lint Filter . . . soap 
and water thrifty Suds-Miser®. . . built-in rinse conditioner dispenser . 
exclusive Surgilator* agitator ... Free-Flow* draining plus much more. 


Call your RCA WHIRLPOOL distributor for the complete profitable story! 


RCA WHIRLPOOL ... America’s first family of home appliances ... products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Automatic Washers & Oryers @ Washer-Dryer Combination @ Refrigerators @ Freezers @ Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dish hers & Disp s @ Room Air Conditioners @ Vacuum Cleaners 


Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 


evthorized by t wner Radio Corporation of Ame 
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The Combo 


STORY STARTS ON PAGE 62 
In-between, she can cook some- 
thing fancy for dinner. 

: (2) Water Usage. Just for 


fun, check the cost of water per 


gallon in your area. And find out 
how much it costs to heat a gal- 
lon. And then compare the cost 
of operating your brand of com- 
Fhe With bos with your brand of auto- 


matic. Do it on an annual scale 
motor aiven figuring 200-odd loads a year, 
POWER You’ll find that the “too much 
BRUSH if water” aes counts only in = 
; water-short areas, or where 
ot al Up"y | power/fuel costs are way out of 
| line. The dollars involved are 
| too small to make a real differ- 
| ence, actually pennies per load. 
(3) By and large, when one 
“half” of a combo is out, the 
| other half is out, too. However, 
a housewife used to automatic 
laundering with a pair is unlike- 
_ ly to launder in the bathtub to 
| feed her dryer; nor is she an- 
xious to go back to hanging out 
clothes if her dryer quits, par- 
ticularly in the winter. Combo 
owner or pair owner, they’ll 
both most likely wait for the 

service-man. 
| (4) Poor water extraction. 
This one is valid—for those 
| women who like to use sunny 
summer days to get out in the 
| yard and hang clothes on the 
| line for a little exercise. But few 
_ combo owners will choose this 
| form of exercise. It’s true that 
combos as yet do not match au- 
tomatics in spinning the water 
| out of the clothes. But then, 
| they’re not designed to be used 
that way, and very few actual 
combo owners do use them that 

way. 
(5) Price. It’s true that for 
Plus an economy model, too, at a one “box,” a peer on 
and for you more demand, more sales, more your sales floor and not looking 
profits! Look at the quality features to sell: LOW, LOW PRICE much different from the others, 
stands on end for “tight-spot” cleaning or com- features powerful 1-hp. $400 at $500 or $600 sounds 
ake choseietis ditentins' tte calecbeseniin heme. deanina ection! pretty big. However, figure the 
pact storage; carries its attachments in con g price of the combo against that 
cealed compartment; 4” high power brush of a pair and it begins to look 
cleans where uprights can’t; power brush cord much better. As much as $300 
is completely sealed in hose; more conveniences, = won a better if you pick your compari- 
more thorough cleaning, easier to use. ' we sons carefully, even with similar 
: { features. 

Call your RCA WHIRLPOOL distributor today. “an (6) Cost of Operation. Figure it 
Get the full details on how these cleaners will make } at ait s— out yourself—you have the facts 
money for you vials E60 on your spec sheets, and can get 

J the costs from the local util- 

ity. Remember to compare the 

MORE TO TELL, MORE TO SELL WITH RCA WHIRLPOOL “=v ‘s,s 20d 
’ you’re at it, figure out how long 

the slight extra cost of opera- 
tion would take to wipe out the 
Product of Whirlpool Corp. St. Joseph, Michigan definitely higher initial price of 
the pair (if you figure a pair 


. ° ° > that offers the s flexibility of 
Join up!...there’s more profit keeping up than catching up! | cated aaa aie 


More power, more styling, more convenience .. . 





America’s first family of home appliances 


Lie of tredemorts mA 4 RCA y trodemork owner Radic Corporation of America 
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BIGGER CAPACITY... 
YET USES LESS WATER! 


A full-size washer...a full-size dryer... yet only 33” wide 


Look at the unretouched photograph . . . compare the size of the two clothes 
drums. Only the RCA WHIRLPOOL has a full-size drum . . . a big 29-inch diameter 
drum that easily holds a giant 10-lb. load yet permits the clothes to circulate 
freely assuring cleaner washing . . . softer, fluffier, wrinkle-free drying! And, an 
RCA WHIRLPOOL saves up to 15,600 gallons of water a year over competitive 
models in washing and drying this big 10-lb. load. 


Sell the washer-dryer with the biggest capacity . . . the one with the most 
economy ... the one ‘“‘most wanted by most women’’. Don’t settle for less . . . 
start selling more, making more with RCA WHIRLPOOL washer-dryer. 


RA Whirlpool wasuer-orver comsination 


RCA WHIRLPOOL .. . America's first family of home appliances ... products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


. - | " 
: in | } 
. \ h u 
i } ) | j — 


Automatic Washers & Dryers @ Washer-Dryer Combination @ Refrigerators @ Freezers @ Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Disposers @ Room Air Conditioners @ Vacuum Cleoners 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


red by trodemork owner Radio Corporation 
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1913 
RANGE 
HELPS 
YOU 
SELL 
NS 


| ed) Whinkp 
RANGES 


There's a big traffic-builder ready to go to work 


selling for you — it’s the RCA WHIRLPOOL range 
“Dependability Promotion” featuring a 1913 
Estate range, forerunner of today’s modern 
RCA WHIRLPOOL models. Flocks of prospects will 
be attracted to your store. Get in on this unique 


“customer catcher’! 


Call your RCA WHIRLPOOL distributor... 
he'll show you how you can depend upon 
the "Dependability Promotion” to produce 
more profits for you 


Two of today’s dependable RCA WHIRLPOOL complete line 
of modern gas and electric ranges 


MORE TO TELL, MORE TO SELL WITH RCA WHIRLPOOL 


America’s first family of home appliances 
Product of Whirlpool Corp. St. Joseph, Michigan 


Join up!...there’s more profit keeping up than catching up! 


Aw 





The Combo 


STORY STARTS ON PAGE 62 


control and the same features.) 
There is one other objection 
that has been a strong one with 
dealers. Its validity will depend 
very much on the individual 
dealer’s sales record in selling 
pairs. Many dealers think that 
they would rather sell an auto- 
matic, and then a dryer to go 
with it. If they do this really con- 
sistently, maybe they’re right. 
But not many dealers do sell a 
lot of pairs. And there are some 
dealers who can sit down with a 
pencil and paper and prove to 
their own satisfaction that the 
surer sale of the combo, with 
less money invested in the single 
unit, pays off in more profit. 


Combos Can Sell 


The many features that sell 
combos can be found in any 
manufacturer’s brochures. Con- 
venience, almost completely au- 
tomatic laundering, saving of 
space, easier installation—all 
these are familiar and solid 
sales points. 

More important, these sales 
points are backed up by owners 
of combos. The obvious sales 
points are the ones that stick. 
AHLMA found in its consumer 
survey that 80 per cent of combo 
owners would again buy a 
combo. (Likewise, 80 per cent of 
the automatic owners said they’d 
buy an automatic again.) 

Combos are being used where 
they figure to be best placed. 
Some 39 per cent of the combos 
reported in the AHLMA survey 
were in the kitchen, 29 per cent 
in a utility room, 19 per cent in 
the basement. (Automatic wash- 
ers were 39 per cent in the base- 
ment, 27 per cent in the kitchen, 
23 per cent in a utility room.) 

Combos are being used as they 
should be—often and as needed. 
They ranked highest in number 
of days used per week. Combos 
worked 3.9 days a week for sur- 
vey respondents; dryers were 
used 3.8 days; automatic wash- 
ers worked 3.5 days. The differ- 
ences, though they appear small, 
do suggest that the convenience 
of a dryer, whether in a combo 
or by itself, inspires a user to 
split the week’s washing into 
easier jobs, perhaps to wash 
more things at home. 

There is, at hand, even more 
solid evidence that combos can 
sell. Every combo manufacturer 

not counting the newest ones 

can point with pride to deal- 
ers who have done a good job. 
Continued on page 90 
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...NOW IN 
RCA WHIRLPOOL 
ELECTRIC 
REFRIGERATORS 


ICEMAGIC...the one and only proven automatic 
ice maker gives you a big sales advantage! 


Here’s a great new convenience that’s really selling refrigerators . . . exclusive 
Icemagic that makes and stores ice cubes automatically with no trays to fill, spill 
or pry loose. 

However, Icemagic . . . tested and approved in years of actual field use .. . is 
just one of the exclusive features you have to offer in an RCA WHIRLPOOL. There’s 
the Million-Magnet* door that seals all-around to “‘lock”’ cold in, “‘lock’’ heat out 
. .. det-Cold Shelf* that chills food and beverages faster . . . Activated-Cold System 
that sweeps crisp, properly-chilled air over every square inch to keep food tasting 
“country fresh’’ longer . . . deep, door shelves that hold half-gallon milk containers 
and tall bottles . . . bushel-size crispers and a roomy meat chest. Yes, in every 
respect an RCA WHIRLPOOL refrigerator gives you more to tell, more to sell. Call your 
RCA WHIRLPOOL distributor today! 


RA) Whinkpook, reFriGERATOR-FREEZERS 


RCA WHIRLPOOL ... America's first family of home appliances ... products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
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Automatic Washers & Dryers @ Washer-Dryer Combination @ Refrigerators @ Freezers @ Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Disposers @ Room Air Conditioners @ Vacuum Cleaners 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


of trademarks fh ond RCA authorized by tredemark owner Radio Corporation of 
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You get 


50 MUCH MO 


with FLEX-VENT*° 


THE COMPLETE CLOTHES DRYER VENTING LINE 


MORE SALES... 


With the complete Flex- 
Vent line you can vent 
any dryer in any type of 
installation. 


MORE PROFIT... 


Automatic profit with 
each dryer sold. 


MORE STORAGE 
ROOM... 

Flex-Vent has the small- 
est and easiest to stack kits 
and bulk cartons in the 
industry requiring only 
half the ordinary space. 


MORE COMPLETE... 


The complete Flex-Vent 
line includes vent hoods; 
white flameproof flexible 
tubing; aluminum and 
transparent window 
plates; clamps; acces- 
sories, etc. 


MORE CUSTOMER 
SATISFACTION... 

The quality Flex-Vent 
line is built 100% by the 
world’s largest manufac- 
turer of flexible tubing. 
Flex-Vent is approved by 
leading dryer manufac- 
turers. 


‘STOP KNOCKING THE COMBO 


| There are enough “pet” stores 
| around to prove that, given a 
| chance, combos can be moved in 
carload quantities even in non- 
metropolitan cities. These 
combo-selling dealers are about- 
average, from about-average 
towns like Waterloo and Wau- 
kegan, Peoria and Fort Wayne. 
Sure, they jumped in early to 
reap a good deal, extra ad 
money, spiffs and trips. But to 
get all this, they had to move 
| the merchandise. And they did. 

And still are, for the most part. 


Combos Are Here To Stay 


There are 19 major brand 
| names in laundry equipment, 
counting the private labels of 
Sears Roebuck and Montgomery 
Ward. 

There are ten washer-dryer 
combinations on the market: 
Easy, General Electric, Ken- 
more, Maytag, Norge, O’Keefe 
and Merritt, Philco, Signature 
(Ward’s), Westinghouse, and 
Whirlpool. 

This is an imposing list. At 
least one other major manufac- 
turer in laundry has firm plans 
to introduce a combo soon. 

It’s the past two years that 
have seen the real step-up in 
combo introductions. And every 
non-combo maker who has a 
fair-sized stake in the laundry 
business has a unit in the lab, 

| probably ready to tool. “We’re 
watching closely,” they say. 

Those who haven’t jumped 
yet have good reasons. Low ini- 
tial volume is one. Design may 
be another (It was only in 1957 
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that Bendix royalty payments 
ceased.) And the tremendous 
costs of tooling a new unit are 
certainly a third. 

Combos have been around 
since December 1, 1952, when 
Bendix introduced the first one 
at a distributor meeting. There 
weren’t 100,000 units sold in a 
single year until 1955 at the 
earliest. Last year, there were 
just 164,000 units sold. In con- 
trast to this, there were 2,744,- 
000 automatic washers sold last 
year. There’s a lot of difference 
there—enough to make volume- 
conscious manufacturers wary. 

But this year—1959—may be 
the one that changes all the 
holdouts’ minds. At mid-year, 
the whole laundry business was 
running 19 per cent ahead of 
1958. Dryers were 31 per cent 
ahead. And combos were up 35 
per cent. In fact, the six-month 
rate-of-gain the combos had es- 
tablished at the end of June will, 
if merely held at that level, pro- 
vide the industry with a 225,000 
unit year. 

There are those in the indus- 
try who feel the combo is going 
to take off like a rocket in the 
next couple of years; there are 
those who think it will take ’til 
1965; and those who think it will 
take ten years. Nobody thinks 
they won’t eventually put the 
ordinary automatic in the same 
position the wringer washer is 
now. And nobody is discounting 
them as a profit producer in the 
next couple of years. 

Don’t knock ’em. You’ll be 
selling them soon. End 


Ilex-Vent is stocked by hundreds of appliance 
distributors and parts jobbers across the 
country. For names of those nearest you, 
phone, wire or write directly to us at Dept. 89, 











Flexible Typing 


CORPORATION 
Guilford, Connecticut ¢ Anaheim, California 
Hillside, Illinois @¢ Dallas, Texas 


Associate Member of American Home Laundry Manufacturer's Association 
Associate Member of The Appliance Parts Jobber’s Association 


STINSON STILL HASN’T GOTTEN OVER CROSLEY-BENDIX FOLDING. 
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thts 
1s the 
po mts 


0 
purchase! 


when the bride-to-be reads MODERN BrIDE and spends 

an average of $741.11* on these new appliances for her first home... 
range: refrigerator: washing machine: vacuum cleaner: 

iron: toaster: mixer: 

electric coffee maker, fry pan, broiler, blankets: 


and radio: television: phonograph, etc. 


No simple problem: planning a wedding and 

a completely new home—this girl, with hardly a brand 

in mind, needs advice and turns to MopERN BrIpeE. 
Through the advertising pages of MODERN BRIDE you 
can sell your brand to her—right at the point of purchase! 
And this year 750,000 brides-to-be will buy your 

product as they read MopERN Brive. 

If you haven’t considered the bridal market recently, 
why not call us right now! 


*Lloyd H. Hall Co. survey “Buying Patterns of the Bride-to-be’’. 
For your copy, write or call MopERN Bape now. 


MODERN 


cua | 31-21 1 T 


b S ZIFF-DAVIS PUBLISHING COMPANY 
, ‘a, One Park Avenue, New York 16, N. Y. » ORegon 9-7200 











HOW DO YOU HONESTLY JUSTIFY THE FACT TO A CUSTOMER 


THE SAME ENGINE ON A 


DOESN'T THE CUSTOMER HAVE A RIGHT 
TO EXPECT BETTER PERFORMANCE, 
BETTER SERVICE—A BETTER ENGINE 
Wea. ON THE PREMIUM PRICED EQUIPMENT 


\ Vi STUCK OUR NECK OUT LAST YEAR. We half ex- 

EN G IN S pected to have it chopped off. But we felt it imperative that we 

A take a stand on a situation that was rapidly developing in the 
gasoline powered equipment industry. 


The gasoline engine manufacturers were filling orders for 
manufacturers of both low priced, medium priced and premium 
priced gasoline equipment out of the same bin so to speak. A 
$69 or an $89 mower, for example, would have the same in- 
expensive engine, right down to the last cotter pin, as a mower 
costing $39.95. This situation still exists, but Clinton will have 
no part of it. Clinton was the first to recognize this inequity in 
extra engine quality, extra assurance — quality and assurance 
— which the manufacturer of the medium and premium priced 
equipment had a right to expect. 


And so, we have made a stand. Amazingly enough, our neck is 
still intact and we think we have gained the respect of thou- 
sands of manufacturers, distributors and dealers in the industry. 


THESE ARE THE STEPS CLINTON HAS TAKEN to give 
the manufacturers of equipment at all price levels full value, 
full quality and ultimate engine performance. 


Our engineers have developed a truly great engine for medium 
and premium priced gasoline powered equipment. We think 
so much of the Clinton CLINTALLOY Engine that we will not 
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WHEN HE’S COMPARING QUALITY WITH PRICE EQUIPMENT 


MOWER COSTNG *30 LESS 


sell it to any manufacturer who will not first give his consent 
to a test of his equipment at the Clinton Test facilities in Florida, 
Michigan and Iowa. This testing program enables us to match 
the engine to the equipment. It helps us know that the equip- 
ment this high quality engine powers lives up to the superior 
performance of the Clinton CLINTALLOY. We have good 
reason for these testing precautions. The CLINTALLOY is no 
ordinary engine. It’s the only shell molded cast iron engine 
built. Our exclusive shell cast molding process produces an 
engine that surpasses the heavy duty performance and rugged- 
ness of any other engine in its class. Yet, the Clinton CLINT- 
ALLOY retains all the desirable lightweight characteristics. 


Our Certificate of Approval on equipment which passes the 
Clinton tests is now a sought after thing. When coupled with 
the manufacturer’s own guarantees and warrantees, the man 
who actually meets the customer face to face and makes the 
sale really has something to talk about. 


He really has the ammunition to fire when the prospect turns 
to him and asks the difference between the $39.95 special and 
the $69 Clinton powered equipment. 


OSes Jhoreas. 


President 


CLINTON ENGINES CORPORATION 


Dept. G-3, Maquoketa, lowa 


WORLD’S LARGEST MANUFACTURERS OF THE MOST 
COMPLETE LINE OF AIR-COOLED GASOLINE ENGINES 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1959 


PAGE 93 





Sell the line that 
outsells all others 


WITHOUT DISCOUNTING! 


Crestwood, by Northern, is a top quality product priced to meet competi- 
tion without cutting liberal profit margins. Here is truly an exceptional 
electric blanket value. This is the key to the amazing sales success of 
Crestwood Dealers and Distributors from coast to coast! 


Custom Foumed 


FULLY aUTOma 
Tic 
ELECTRIC BLANKET 


cant O08 A titung o 
w 0 


GS * 
> Guaranteed by * 
Good Housekeeping 
* eo, . 


” > 
45 soveanisto 


CTERIA 
bacteria; *'St harmty; 


AVAILABLE ONLY THROUGH YOUR DISTRIBUTOR 


wei a T R | C C 0 M PA N Y 
SOP NORTHERN ELECTRIC COMPANY 


BUILT BLANKETS NOW IN USE! 4 N t » 





| Sell Lighting 
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Hillmann has found it a wise 
course to approach the buying 


| problem with a particularly se- 
| lective eye. He knows that Ridge- 
| woodites are for the most part 


well-to-do elderly couples or 
equally well-to-do young mar- 
rieds. (Ridgewood is the highest 
per-capita income community in 
the entire state of New Jersey. 
Add to this the fact that Ridge- 
wood is an established commu- 
nity of many years having been 
fashionable with New York com- 
muters well before the turn of 
the century. That means an ex- 
tremely high proportion of well 
kept older homes, and is the rea- 
son Hillmann places his buying 
emphasis mainly on traditional 
fixtures, 

It is Hillmann’s contention 
that such a buying pattern 
would prove the soundest course 


| in established areas containing a 
| high percentage of older homes. 
| He also believes that the dealer 
| in an area surrounded by raw 


new developments and in com- 


| munities where younger couples 


are in the majority would be 
wise to place emphasis on mod- 
ern or contemporary styles. 
Fixtures are a year-round busi- 
ness. “You can sell lighting fix- 
tures twelve months of the 
year”, Hillmann indicates. “Base 


| your buying decisions on season- 


al types of fixtures. For instance 


during the winter months own- 


ers improve the inside of their 
homes. That means a heavy in- 
ventory of wall and ceiling fix- 
tures are in order during this 
period. In summer and early fall 
your customer is interested in 
the yard and outside appearance 
of his home. That’s when ex- 
terior fixtures and outdoor post 
lamps are favorites.” End 


‘IT’S JUST A HOLE IN 
THE WALL. BUT THEY SURE 
DO A BOOMING BUSINESS.” 
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SWEET SHAPE OF 


Read all about New Shape Westinghouse sales records—new sizes — 
powerful advertising. It’s the best light bulb news in 34 years! 























NEW SHAPE WESTINGHOUSE 


SET NEW HIGHS IN LIGHT BULB SALES! 


Record after record topples as New Shape Westinghouse 


MAKE ALL OTHER BULBS OLD-FASHIONED! 


When a customer comes in and asks for a light bulb by 
name—that’s news! It’s happening all over the country 
with New Shape Westinghouse. And for a good reason: for 
the first time ever, consumers can see all light bulbs are not 
alike! New Shape looks better—it lights better—than old- 
fashioned bulbs. Only Westinghouse has New Shape—only 


Westinghouse offers you this proved selling advantage! 


AND NOW! 

A FULL 
NEW SHAPE 
LINE! 


The 5 ‘‘most-asked-for’ wattages 


... in exclusive New Shape! SS 
SS 
™ 


sales continue to climb. Demand grows stronger every day 
—even during traditionally “slack” hot-weather months. 
\lready, New Shape 1959 sales are twice all old-shape white 
bulb sales for any previous 12 month period! High initial 
sales—high repeat sales—proof that New Shape Westing- 


house is here to stay! Just look at some reports: 







60, 75,100 WATTS 


all the same small size, all the 
same price! The new, smaller 
100 watt is a sure best seller. 


Small as a 60, twice as bright— 


and only Westinghouse has it! 


3 i 
FLASH: NO MATTER WHAT BRAND BULB YOU REGULARLY CARRY...YOU CAN NOW 





EYE SAVING WHITE BULBS 


Food Topics Magazine reports: A West Coast chain sold $10,685 
“‘New Shape top-seller in light New Shape in just 6 weeks— 
bulbs 4 months in a row!" an 88% increase over normal sales! 


“Sales jumped 35% the first week 
New Shape bulbs were in stock!" 
reports a New England store. 


From a Southern store: 
“‘New Shape outsells all others 
better than 3 to 1!"’ 


150 WATT and 3-LITE 


Now you can offer the complete family 


of Westinghouse New Shape bulbs—in 
the 5 wattages that account for over 80% 
of all light bulb dollar sales! 


NEW PACKAGE, TOO! 


two bulbs in each pack—stimulates dou- 
ble purchases! New Window View—for 
quick recognition of New Shape! Sturdy 





construction—for safer handling, easier 


stacking, minimum shelf space! 








FEATURE NEW SHAPE WESTINGHOUSE ...FOR 16% MORE PROFIT! 


® 


The only 


WESTINGHOUSE EYE SAVING WHITE BULBS 


MO 


vou cam ea SURE «om Westinghot 


MAKE ALL OTHERS OLD-FASHIONED 


Dy 


The Saturday Evening 


ST 


eaders 
Digest 


¥ | oe \ 


NEW SHAPE ADVERTISING REACHES 110 MILLION BEST PROSPECTS! 


Westinghouse follows the sensational New Shape intro- 
ductory campaign with new, high-impact ads! New Shape 
ads will run all through the peak Fall sales period. You'll 


see them in Life, Saturday Evening Post, 
Digest 


and Reader’s 
and so will 110 million “best prospects” all 


across America. This powerful campaign will keep the cus- 


GET YOUR SALES PLAN TODAY! 


tomers heading for your store—asking for the one different 
light bulb in the nation today—New Shape Westinghouse 
Eye Saving White bulb! 


P.S.: Be sure to watch the popular Lucille Ball-Desi Arnaz 
po} 


show. too. It’s on CC sS.T\ every week! 


Hundreds of thousands are buying New Shape Westinghouse —and coming back 


for more! And now—regardless of the brand bulb you regularly carry—you can 
feature New Shape Westinghouse — for 16% more profit. Cash in on the demand 
— cash in on higher profits. Wire or write your nearest Westinghouse Lamp 
Division Sales Office today—THERE’S A SALES PLAN FOR YOU! 


Allentown, Pa. 739 Hamilton St 
Baltimore 2, Md. 501 St. Paul Place 
Beimont 78, Mass. 30 Brighton St 
Chamblee, Ga. 5071 Peachtree Ind. Blvd 
Charlotte 2, N. C. 2001 W. Moorehead St 
Chicago 54, Ill. Merchandise Mart Plaza 
Cincinnati 15, Ohio 2380 Glendale-Milford Rd 
Cleveland 13, Ohio 
Dallas 34, Texas 13400 Harry Hines Blvd 
Dayton 2, Ohio 32 N. Main St 
Denver 4, Colo. 55 W. 5th Ave 
Detroit 32, Mich. 
Hartford 3, Conn. 


Houston 2, Texas 
Indianapolis 2, Ind. 
Kansas City 5, Mo. 
Little Rock, Ark. 
Memphis 3, Tenn. 
Milwaukee 2, Wis. 
Minneapolis 16, Minn. 
Newark 5, N. J. 
New Orleans 19, La. 
New York 17, N. Y. 
Omaha 2, Nebr. 
Philadelphia 4, Pa. 
Pittsburgh 306, Pa. 


55 Public Square 


? Trumbull Ave., P.O 


119 Ann St 


Noodrow & Roosevelt Rds. 


3501 South Highway 100 


507 Dallas Ave 
1560 Stadium Drive 
101 W. 11th St 


Richmond 19, Va. 
Richmond Hill 18, N. Y. 87-71 Lefferts Bivd. 
Rochester, N. Y. 711 Exchange St. 
Salt Lake City 1, Utah . 235 W. S. Temple St. 
San Francisco 8, Calif. 410 Bush St. 
San Lorenzo, Calif. 2222 Grant Ave., P.O. Box 67 
Seattle 9, Wash. 1200 Westlake Ave., North 
St. Louis 1, Mo. .. 411 North 7th St. 
Syracuse 1, N. Y. 

P. O. Box 1061, Arterial Rd. & Court St. Rd. 
Trenton 7, N. J. . 200 Kelsey Ave. 
Vernon 58, Calif. 2834 E. 46th St. 
Washington 6, D. C. 1625 K St., N. W. 


1108 E. Main St. 


130 N ison Ave 
538 N. Broadway 


528 Ferry St. 
Carroliton Ave 

) Lexington Ave 
117 N. 13th St 
1300 Belmont Ave 
6 Fourth Ave. 


you CAN BE SURE...1F ITS \ vestinghouse 


LAMP DIVISION, BLOOMFIELD NEW JERSEY 





GOOD SERVICE 


Valas wasn’t satisfied, and in- 
creased the ad budget. By the end 
of three years he had gone over 
the $50,000 mark for television 
advertising, but service and sales 
income was fully justifying the 
expense. He built the servicecrew 
to eight men, then ten, and finally 
to fourteen, with two full time 
dispatchers, two full time deliv- 
erymen. From two trucks, he 
went to ten, all finished in white, 
with colorful red, white and blue 
trademarks along the sides. All 
of the trucks, incidentally, are 
“stand-up” models, bought sim- 
ply to save time. TV mechanics 
can scoot in and out of the trucks 
without bending over, use hun- 
dreds of built in stock drawers to 
keep parts in order. Because of 
the crushing load of service 
calls, every man takes his truck 
home in the evening, and starts 
out direct to the first service call 
in the morning without reporting 
in to Valas headquarters. The 
two dispatchers handle the rout- 
ing load, assigning every job, 
and following up at the end of 
each day to see that it has been 
done. 


Service Ads Pay Off 


The Denver dealer broke all 
records for service by one firm at 
the end of his third year, and 
immediately went to his $100,000 
advertising budget to increase 
the load. He is convinced that 
the fact that 90 percent of all 
Valas service advertising is seen 
on TV screens in the home is re- 
sponsible for the first service 
call, and that customer satisfac- 
tion brings the second. As proof, 
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he insists that dispatchers list 
the source of every customer, 
service or sales, in the ledgers. 
Where at the beginning, around 
75 percent were “ADV” indicat- 
ing that the customer had seen a 
Valas commercial, the books are 
now studded with “OC’s” for 
“old customer” and most im- 


portant, “REF”, which means a | 
referral from one pleased home- | 


owner to another. “Now, 75 per- 


cent of our sales volume is from | 
Valas said, not without 


referral”, 
pride. “And exactly the same 
percentage in service.” 

Sales have kept pace with the 
tremendous growth of service 
calls all the way. Valas didn’t ex- 


pect anything like the volume of 


trade-ins he has handled, 


amounting to 90 percent of all | 


new-set sales, but he has taken 
them in stride. One typical step 
was setting up a separate crew 


of two men who work on noth- 


ing but trade-in rejuvenation— 
and must treat them like “cus- 
tomer’s sets.” 

In order to maintain the $92 
average unit sale on trade-ins, 
Valas insists that every TV be 
given a 12-hour bench test after 
repairs, inspects every one him- 
self, and sets all prices person- 
ally. No other dealer in the area 
has offered the one-year guaran- 
tee, 90 days of free service and 
parts replacement which Valas- 
TV tacks on to its trade-ins as a 
matter of course—and the sets 
“walk out.” Despite the fact that 
he has often had 150 trade-ins on 


hand at once, Valas has never had | 


to wholesale any of them out. 
Continued on page 104 
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Gliwchy: 


“THEY WANTED A MEDALLION HOMES EMBLEM BUT | INSISTED ON THIS.” 


1959 


WP a 


with these sensational 


Sell 12 for - - $83.40 
48.18 


$35.22 


| $$$$35$$$ a Nibilaig 


> DEAL © 7 fy >, 


Pay for 11 - - 


You make - 


> No. 203- Ds ‘ 


RETAIL 


Sell 12 for - - $59.40 
34.32 


You make - $25.08 


Pay for 11 - - 


LALA LALA TATA TATA HA LALA HAHA ALAA 


MODEL 
206 


$9.95 
RETAIL 


Sell 6 for - - - $59.70 
31.35 


$28.35 


Pay for 5 - - - 


You make - 


$$$$$3$$55 
: Sian 


LALA LATA ALATA LALA LALA LAA AA 


Order 6 No. 202-A and 
get one No. 203-D FREE! 


Total Sales - - $46.65 
Total Cost - - 26.28 


You make - $20.37 


HANKSCRAFT — First Name in Automatic Steam Vaporizers 


For steam that’s fast, safe and soothing, specify 
Hankscraft vaporizers — they’re family favorites 
from coast to coast. The Hankscraft vaporizer line 
incorporates the latest advancements in automatic 
steam vaporization — each model guaranteed to 
give trouble-free, completely safe performance. 
Order these “plus profit” deals today and make 


the vaporizer season a profitable one. 


Nationally Advertised in: GOOD HOUSEKEEPING 
* LADIES’HOME JOURNAL + PARENTS’ « TODAY’S HEALTH 


HANKSCRAFT COMPANY 


REEDSBURG, WISCONSIN 
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GECC nips you 


KEEPS YOUR CUSTO 


ey | ae 
Bi ; a in 
FIRST SALE..." 


Vic Blood sold customer a washer. 


100 











: TIME PAYMENT PLANS 


Staten @: cree 
COERIT ConPoRat son 


Pe 
4 


SECOND SALE... 


Just six months later, he sold her a 
dryer by using GECC’s “Add-On” Plan! 
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sell— 
MERS COMING BACK! 


i at ms 





THIRD SALE. 


Vato Mallal-Maslelaldal-al-)(-) mal sol 
a range ...using “Add-On” ae 
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New York dealer reports 43% 
“ADD-ON” SALES with 
GECC Progressive Sales Plan! 


You can make repeat customers of first-time 
buyers, just as Vic Blood of LeRoy, N. Y., did! Vie 
saw his sales climb, saw satisfied customers come 
back to buy again and again... with these results 
43% of his time sales were “Add-On” Sales! 


With GECC’s “Add-On” Plan, your credit cus- 
tomers do not “shop around”... They are encour- 
aged to return to YOUR STORE. 


Thousands of other dealers from coast to coast 
have used GECC’s “Add-On” Plan to develop 
repeat business automatically. GECC dealer- 
oriented, customer-focused plans create real 
buying appeal... bring back customers for those 
all-important “extra” sales. 


Most of your best prospects are your present 
customers! GECC helps you sell...sell...sell! Let 
us show you how! For more information on the 
“Add-On” Plan and on other keep-your-customer 
plans—call your GECC office today! 


GENERAL @@ ELECTRIC 
CREDIT CORPORATION 


Serving General Electric and Hotpoint dealers with Inven- 
tory and Time Sales Financing for over a quarter century 
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DIMENSIONS 
MODEL OVERALL CUT-OUT 


TY 


ity 


New flexible control panel mounting gives you complete design versatility 
for planning a truly custom kitchen. Model RJ76-A has controls on right 
side, Model RJ77-A has controls mounted on left side of oven. Each oven 
fits in 30 inch cabinet width. 








Banquet-size 
oven features Twin Rotisseries 


This extra-wide Hotpoint oven offers the giant cooking capacity 
your customers want and need, yet it fits in a 30 inch-wide cabi- 
net. For big barbecue parties, the new twin Rota-Grill rotisseries 
accommodate two roasts or several small fowl at once. And, this 
model also has the new removable door, mirrored window and 
many other de luxe features. 


Model RL75-A 
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new 


and only Hotpoint offers all 3! 





CONTROL PaNe) LIF 
MOUNTING ‘ 


< 4S 


WITH 


MIRRORED WINDOW 


PLUS easier-than-ever installation! 


Only Hotpoint built-in ovens offer all three of 1960's 
newest most exciting sales features. All are easy to see 
and demonstrate so your prospects can quickly appre- 
ciate the extra quality built into your kitchens. 


New 3-Way Oven Ventilation System means better cook- 
ing, cooler kitchens and cooler oven doors. The new 
attached hood-fan keeps the kitchen free from heat and 
food odors during broiling and Rota-Grilling. The new 
positive internal venting assures even heat and moisture 
distribution all through the oven, and new three-panel 
air-cooled door assures cooler outer door temperatures. 


New Flexible Control Panel Mounting lets you order Hot- 
point ovens with the controls mounted on either side for 
greater kitchen planning freedom. 


New Full-Width Door lifts off easily for quicker, easier 
oven cleaning, also lets you give the home buyer com- 
plete freedom in selecting the finish she prefers. New 
Mirrored Window lets you see how the meal is cooking, 
when the oven interior lights are on. But with them off, 
the window acts as a mirror hiding utensils stored in 
the oven from view. 


And only Hotpoint offers so many other quality features 
® AUTOMATIC ROTISSERIE AND ROAST-RIGHT THERMOMETER 
WIDE SUPER-OVEN COOKING CAPACITY 

@ INTERCHANGEABLE OVEN DOOR PANELS 


e AVAILABLE IN SUNBURST YELLOW, TURQUOISE, CORAL PINK, 
COPPER BROWN, SILVER SATIN AND CLASSIC WHITE 


Put the added sales power of these great new Hotpoint 
ovens in your kitchen today. 


When you build in Hotpoint you build in Public Preference 


A Division of General Electric Company, Chicago 44, Iilinois 


ELECTRIC RANGES - REFRIGERATORS *» AUTOMATIC WASHERS * CLOTHES DRYERS - CUSTOMLINE® 


DISHWASHERS - DISPOSALLS® - 
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WATER HEATERS 


FOOD FREEZERS AIR CONDITIONERS 
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past records. 


A red hot Super Saturation campaign to make this your 
greatest BVI profit-making season. 


Ie ee ee 


if “= a L 


RIDE WITH THE WINNER! 


BVI’s most Powerful Nationwide Promotion smashes all 


@ NETWORK TV — Jack Paar and Dave Garroway 
on the full NBC-TV network 


NETWORK RADIO—Don McNeill’s “Breakfast 
Club” on ABC and Art Linkletter’s “House Party” 


on CBS 


COAST-TO-COAST TV SPOTS — Over 4 times 


as many markets — 500% more BVI TV impres- 


sions 


NATIONAL MAGAZINES — with a readership of 


over 116 MILLION 


@ SUNDAY NEWSPAPERS — in 492 cities 


PLUS FREE DEALER AIDS + COUNTER DISPLAYS + WINDOW 


BANNERS + AD MATS «+ MAILERS + TV FILMS + RADIO SCRIPTS 


These ca Entries will be your Top Money Winners! 


AMERICA’S LARGEST SELLING 
LINE OF ELECTRIC CAN OPENERS 
Deluxe Model N-553 


@ Fully Automatic @ Silent Operation 


@ One touch of a finger opens any 
size or shape can 


@ Die-cast metal housing — 5 kitchen- 
matching colors 


AMERICA’S LARGEST 
SELLING ELECTRIC 
PAINT SPRAYER 

Just plug in ond spray paint, vor 
nish, enamel, mothproofers, gar- 
den sprays, insecticides 


TWO NEW LOW- 
PRICED MODELS 
Fully automatic. White 
thermoplastic housings. 


én 
Model N-551, use on 
counter or mount on 
wall 


> 
Model N-550 
counter model 


a 
-(7 


Model K . 
BV! ELE E — 


KNIFE : ‘ iER 


with prec honing action 


BV! ELECTRIC 

DRINK MIXER 

Model M-333 H ? 

with ‘magic 

ection” earation NEW BVI PORTABLE 
ELECTRIC HUMIDIFIER 

Restores needed humidity to: 

Help prevent colds, promote com- 

fort, combat fatigue, lower fuel 

bills, protect furnishings 


BVI’S WINNING FORMULA: 


MODEL VS-810 

MASTER SPRAYER KIT 
Contains deluxe model of 
BVI Electric Sprayer plus 
accessories and steel case 


MODEL J-98 
COMBINATION JIG SAW 
Built-in motor, power 
take-off for sanding, 
drilling, etc. 


MODEL JS-180-A 

SABER JET JIG SAW 
Portable, built-in motor, 
overarm removes for sa- 
ber saw use. 


MODEL B-240 

PORTABLE BAND SAW 
Built-in motor. Saws wood 
or steel, straight lines or 
curves. 


MODEL V-760 

ELECTRIC VIBRO-TOOL 
Top favorite with hobby- 
ists, craftsmen. 10 attach- 
ments included. 


MODEL VG-350 
ELECTRIC VIBRO-GRAVER 
Permanently morks steel, 
glass, other hard mate- 
rials. 


MODEL PS-2300 
ELECTRIC BELT SANDER 


Sturdy, compact, low 
priced. 


GREATER SATURATION-GREATER IMPACT-GREATER SALES FOR YOU! 


Act Now!...See your jobber or write 


IRGESS VIBROCRAFTERS, ING., Grayslake, III: 
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STORY STARTS ON PAGE 66 


Part of each TV commercial 
stresses the fact that Valas of- 
fers unconditionally guarantees 
used TV’s. He sells them in huge 
numbers to customers driving in 
from New Mexico, Wyoming, 
Nebraska, etc. 

Currently, service volume 
amounts to one-third of the total 
gross, a figure which Valas ex- 
pects to change somewhat in the 
future. It is somewhat surprising 
to note that the entire advertis- 
ing budget is figured in terms of 
service department promotion. 
Valas doesn’t worry about sales; 
they are a natural corollary to 
service supremacy so long as he 
continues to offer attractive 
trade-ins and his “double guaran- 
tee.” Incidentally, there is no 
“outside selling” at all in the 
Valas gambit. Instead, the dealer 
keeps five men on the floor at his 
big Broadway store, sure that 
the ad program, customer refer- 
rals and the guarantee offers will 
keep them busy. What outside 
selling is done is carried out by 
the servicemen, who, in handling 
up to 10 calls per day apiece, 
have plenty of opportunity to 
suggest that the customer trade 
in the bulky old set on a new 
one. Service mechanics are paid 
exactly the same commissions as 
the regular salesmen on such 
sales, and average around 30 sales 
per month. Of these, about two- 
thirds will be new sets, adding as 
much as $10,000 additional to 
monthly sales figures. 

A key figure in maintaining 
customer goodwill is sales man- 
ager Hal Cunningham, who also 
has the job of “troubleshooter” 
where complaints arise. His sys- 
tem of handling irate customers 
is simplicity itself. “We settle ev- 
ery complaint to the customer’s 
satisfaction, whether it is justi- 
fiable or not” he says. “It costs 
around $300 a month, but its 
worthwhile. 

Valas’ 14 service mechanics 
are among the best paid in the 
Western states. All average be- 
tween $125 and $175 per week, 
depending upon sets sold to serv- 
ice customers, and each must at- 
tend factory training often. 

Thoroughly pleased with the 
fact that most Denverites think 
of his store in terms of his serv- 
ice, Valas continues to program 
his advertising along the same 
lines. “If we keep the service 
department booming, sales will 
take care of themselves,” he 
summed up. End 
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(and less expensive) 


-f\- 


MODEL 4706.—3-channel stereo unit with two built-in 
extension speaker cabinets, each equipped with a 4” x 8” 
mid-range oval and 3” tweeter. Dual channel amplifier with 
40-watt power output. Separate bass, treble, compensated 
loudness and stereo balance controls for each channel. 
Sensitive AM-FM tuner engineered to receive stereo 
simulcasts. Available in mahogany, blonde oak, ebony, ' 


and walnut veneers. 


(self-contained) 


with AM-FM tuner 


and STEREO simulcast 


MODEL 4324. —for those who want the sensational 
3-channel stereo on a lower budget, the model 4324 
offers all the phonograph features of the model 
4706. Available in distinctive, hand-rubbed, walnut 
veneer finish. 


Sylvania offers complete stereo in a com- 
pact, self-contained, high-fashion unit with 
exclusive features—yet it’s priced well be- 
low many units offering less. 

Feature number one... 3 channel 
sound: This is the sensational new concept 
that converts ordinary 2-track stereo rec- 
ords to three channels to add an extra 
dimension of realism. 


Feature number two—extension 
speaker cabinets. Two speaker cabinets 


-S-I-V- 


Cabinetry by Fancher 


one of the nation’s leading manu- 


facturers of truly fine furniture. 


built into the model 4706 can be quickly 
and easily removed to expand the area of 
effective stereo. And they make the 4706 
adaptable to any size or shape room. 


Feature number three—AM-FM tuner 
with stereo simulcast—for complete 
stereo entertainment. 


Feature number four—cabinetry by 
Fancher—luxurious, hand-rubbed veneer 
cabinets by one of the nation’s leading 
manufacturers of fine furniture. 


¥SYLVAN 1A 


Subsidiary of 


GENERAL TELEPHONE & euecrrontcs (Se) 
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A Frigidaire dealer talks about his franchise... 





/ iF 


Withers Lee started with Todd-Hyatt Stores, St. Petersburg, Florida nearly 28 years 
ago as a radio specialist. As a “ham” radio operator since boyhood (call letters: W4IK), 
he was a natural. Now he runs Todd-Hyatt; has become an expert in volume appliance 
selling. Mr. Lee handles Frigidaire laundry equipment exclusively. Here’s one reason why: 


“Here's a laundry line that makes sense!" 


“Tl think Frigidaire was pretty smart extending top-line features 
down to the volume models. This way, even if I’m selling a 
low-end washer, I’ve got a lot to talk about besides price.”’ 


We think every customer deserves the best. means there’s a model to sell, not just talk 
So, we’ve put many top Frigidaire laun- about in every price category. Look at the 
dry features right across the line. That opposite page and get the whole story. 


THE BIG 1 FOR 1960 IS FRIGIDAIRE! NOW! NOBODY BUT FRIGIDAIRE OFFERS SO 
MUCH TO EVERY PROSPECT... from the no-money-downers to the carriage trade! 


Fs 
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WCI-60 (WCIR-60) Washer 
DCI-60 Dryer e 











AUTOMATIC We 


BLEACHING 
in 
WI-60 Washer every washer! 
DI-60 Dryer 

















WCD-60 (WCDR-60) Washer 
DCD-60 Dryer } 





eee 





SHEER LOOK 
STYLING © 


in 





FULL 
SWEEP OF 


RADIANT 
HEAT 
in every vented 
electric dryer! 





= 
every washer and 
matching dryer! 


WD-60 Washer 
DD-60 Dryer 














WS-60 Washer 
DS-60 Dryer 





LINT 
FILTER 


inside the door 
in every vented 
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You’ve got top model features 


RIGHT DOWN 
THE LINE! 


in 1960 Frigidaire 
Washers and Dryers 


Look at the BIG NEW LUXURY in 
1960 Frigidaire Top-Line Models 
IN WASHERS! 
° New “Touch-Bar” Fabric Selector sets the washer to suit 
the fabric in the load 
e New, money-saving COLD Wash and Rinse Selector 
New Automatic Soak Cycle—soak, then wash, without resetting 
Automatic Underwater Rinse Conditioner Dispenser 
New simplicity plus flexibility 
New, bright prismatic fluorescent lighting 
Choice of 5 Decorator Colors 


IN DRYERS! 

¢ New “Touch-Bar” Fabric Selector adjusts drying heat 
to suit the fabric in the load 
Filtrator Dryer requires no vent and no drain pipes 


Automatic Cycle—dryer shuts off v.cn clothes are dried 
“just enough,” automatically 


New, bright Prismatic fluorescent lighting 


Automatic Sprinkler for uniform spray-dampening before ironing 
(Just dial and its done ) 


Choice of 5 Decorator Colors 


RATED 


NO. 
DIVISION OF 
GENERAL MOTORS 
CORPORATION 1960 Frigig 


4il@ Washar. 
DAYTON, OHIO Washers 


its | RATED #1 
‘om © S. TESTING CO 

for All Around Perfo,, 
Built ond Backed by GENERAL MOTORS tr led 


> lead 
) 


FRIGIDAIRE ADVANCED APPLIANCES 
... DESIGNED WITH YOu IN MIND! 
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SELL THE “ BESTS sect SURGES S! 


AMERICA’S 


LASHLIGHT 
BATTERY 


. « « because it’s America’s only SEALED-IN- 
STEEL, LEAKPROOF AND CHROME PRO- 
TECTED Flashlight Battery ! 


Here’s Why It’s Different and BETTER! 


i= Ae 0 
Plus 


BURGESS MAGNET SATELLITE TORCHES ve oe FLASH. Tu-Tone PENLIGHTS 
LIGHT (Ne. 159) (Nes. 457, 357, 257) iT (No. 258) (Ne. 152) 

New | Permenent mag- 3 Sizes | One Dis: iy! ! aa a — Get One Free | 

net. Suggested Retail Suggested Retail $3.20 Suggested Retail per 
1.79, $1.96, $1.76 a 


Attractive colors. Slim 
design. ted Re- 
tail each BB¢. 


PORTABLE RADIO 
BATTERY ASSORTMENT 
(No. 594) 

For transistor Fn tube 

type radio 
a $32. $76. Dooley 


RADAR. LITE (Twa) . RADAR Geascat 
Corrosion Proof. Sealed . ) (No. TW9) 
Beam, fiasher and bat- Corrosion Proof. Focusing -alliey light. 
tery. Retell § bright light. Cugpestes Suggested Retail $6.95 
$12.40 complete” Retsil $6.95 Pp pl 

Flashlight and Penlights Priced Without Batteries 
Unless Otherwise Specified 


Onder these orifitanding BURGESS procul from your diltribitor, TODAY! 
BURGESS BATTERIES 


BURGESS BATTERY COMPANY 


NIAGARA FALLS, CANADA 








More Sell-Up 
Models — 


More 
Profits! 


With 
American 
Made 
Magnatone 
Chord Organs 


Consoles start at $199.50 
Other models as low as 149.50 


Mode! DCO-1 
Deluxe Console —Walnut 


Better delivery /One year warranty /Sales-getting advertising program 
Generous dealer discount / Six merchandising sell-up models... 


ALL THIS AND THESE DELUXE FEATURES... 


factory hand-tuned Brass 
reeds —NEVER needs tuning again 


© 100° ¢ Easy to play numbered Music 
Book included 

* 40 button Bass 

* Three octaves—37 full-size keys 


* Dynamic swell pedal, and foot 
volume control 


*Exclusive patented vibrato® 
amplifier—for the “Big Organ” 
sound 

®@ Decorat abinets by superior 
crafts * Electronic balance control 


Some choice territories available 
for aggressive distributors 


Contact: 


MAGNA ELECTRONICS INC. 


Torrance, California 


*Pat 
Pending 


SHAFER 


There Is a Way 
To Cut Cancellations 


In today’s market many prospects don’t stop shop- 
ping after they’ve signed an order. That’s why you 
have to know how to avoid cancellations 


HE tight appliance market 

is featured by the ever in- 
creasing amount of customers 
who shop after they place an or- 
der. The inevitable result is a 
“burnup” price from a competi- 
tor and the return of your cus- 
tomer to cancel his order. Yet 
you can discourage and avoid 
eventual cancellations by fol- 
lowing a set of basic rules when 
you make a deal. 

Rule number one is to auto- 
matically ask for a fairly large 
deposit. The larger the deposit 
you hold, the less likely the cus- 
tomer will be to think of can- 
celling. Experience has shown 
that anything from a deposit of 
$20 up provides a margin of 
safety. If the customer balks, 
you may have to settle for $10 
or even less, but go for the 
larger deposit first. It will avoid 
the silent type of cancellation 
on a “will notify” deal where 
your customer places his order 
elsewhere and forfeits his small 
deposit without notifying you. 

Rule number two is to get all 
merchandise ordered delivered 
as quickly as possible. The cus- 
tomer cannot cancel once the 
item is in his home no mat- 
ter how many burnups he re- 
ceives thereafter. Quick deliv- 
ery means that the salesman 


follow up on delivery arrange- 
ments personally. It means ar- 
ranging wherever possible for 
delivery the same day of pur- 
chase, for the very next day, or 
even for after six in the evening 
deliveries rather than waiting for 
the end of the week. It means 
using the salesman’s own car or 
getting a station wagon or serv- 
ice pickup truck for on the spot 
delivery of merchandise from 
your floor if there is any suspi- 
cion that the customer will shop 
after purchase. 

A third useful device in 
avoiding cancellations is to 
make sure that a warning 
clause is printed on the cus- 
tomer’s receipt. A phrase such 
as “This is a final order—not 
subject to cancellation” is nec- 
essary in demonstrating to the 
cancellor that he has entered 
into an agreement to buy that 
cannot be abrogated on a whim. 

A final security measure in 
safeguarding your sale is to 
code information on the sales 
slip that would help an unscru- 
pulous competitor knock off 
your sale. Model numbers should 
never be listed. 

In spite of all precautions, 
customers sometimes come back 
to cancel anyway. You can still 
save the deal. And you can still 

Continued on page 112 
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announcing ABC's completely new 1960 home laundry line 


Re 
-O-matics 
... With the answers 
to your sales and 
service problems 


| ————— 


4 Basic Automatic Washers and 3 Basic 
Matching Dryers—Either Electric or Gas— 
Reduce Inventory investment to a Minimum! 


From the deluxe automatic washer with six cycles to the fully 
automatic washer at a price comparable with many top-of- 
the-line wringer washers . . . to the completely new ABC line 
of wringer washers . . . you can give every prospect the 
features she wants—at a price she wants to pay! 














‘ Deluxe Features in Every Model Mean 
SALA E Volume Sales Up and Down the Line! 


Every washer in the ABC line has these big exclusives: Deep 
FEATURES! Turbulent Washing, Automatic Pre-Scrubbing and Deep 
Turbulent Rinsing. And each model has No Gears to Wear 
Out, Multi-Cycle Washing and Lint Filter, plus many other 
= deluxe automatic features as well! 








TROU side: ABC Builds the Convenience in— 


Designs the Trouble Out! 


FREE Simple controls and gearless drive, plus the finest quality 


PERFORMANCE!  ontrol program, assure complete customer satisfaction—keep 
} your service calls to a bare minimum! 


eee 











NEW 1960 ABC-O-MATIC WASHERS with easy- 
to-use controls get clothes far cleaner, yet do it 
so gently the most delicate fabrics—even modern 
wash-wear clothes—are perfectly safe. 


NEW 1960 ABC-O-MATIC DRYERS dry clothes 


as fast as they are washed—and with complete 
safety. Special Wrinkle-Free Drying on all models. 


SEE YOUR DISTRIBUTOR TODAY! 


DIVISION 


AMERICAN MOTORS CORPORATION 
14250 Plymouth Road, Detroit 32, Michigan 
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Appliance sales soar — 
when you tie-in with 


OPERATION 


SNOWFLAKE 
1959 


The sky is the limit to the business you can do by tying in with U.S. 
Steel’s Operation Snowflake—the major appliance Christmas pro- 
motion that sets new records every year! 


OPERATION SNOWFLAKE 1959 packs a powerful pynch.. . and 
it is perfectly timed to land where and when it will be most effective 
...in your city ...in your store. And, we’re not guessing, hoping or 
supposing. For, based on 5 successive years of precision-planning 
Operation Snowflake SELLS major appliances. 


Operation Snowflake is backed by strong national advertising—in 
newspapers, on the U.S. Steel Hour and on Daytime TV. Operation 
Snowflake also offers you a special promotion kit which contains 
literally everything you will need to make the most of this terrific 
merchandising event. 


ORDER YOUR OPERATION SNOWFLAKE PROMOTION KIT NOW 


Bigger and better than all previous kits, the new kit includes a large, 
colorful mobile display—a sure-fire eye-catcher. Just send $1 (less 
than half of what it cost to produce) along with your name and 
address to: 

Snowflake Headquarters 

saiea ste patte Post Office 
TV rac 

Sommnerstele Minneapolis 16, Minnesot 


(iss) United States Steel 


aLighten her work S. = TRADEMARK 
4 th a -,. me *) 








w 


: é 0" anpance tase” «YOUR OPERATION SNOWFLAKE KIT 
4 +. , 


contains all this... and more... to make this the biggest 


Major Appliance promotion ever held in your store: 


‘ é 
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2 large vertical posters of the Large 2-color mobile display of 16 Appliances on Clouds cut- 24 Merchandising Tags showing Plus Plans Folder showing how 
balloon with Oper n Snow the Operation Snowflake bal outs—2 each of eight standard balloon. Strings attached make to use kit material and contain- 
flake 1959 selling theme loon, complete with Santa and appliances—all in two colors. them easy to use as price tags. ing suggestions for newspaper 
8 die-cut appliances on clouds. advertising layouts, radio com- 

mercials, and store displays. 
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You cant sell a more 
service-free dryer 


Maytag Halo-of-Heat® Dryer. Perfect Companion 
to the World’s Most Service-Free Washer! 


Only Maytag lets you sell dependability as well No hot spots. Result: Clothes look better. 

as an exclusive new drying principle—the Only Maytag makes a complete line of dry- 

gentle circle of heat that protects clothes from ers, all with cabinets guaranteed against rust. 

overdrying and wrinkling. Choice of gas or electric, no vent or vented, 
Only Maytag diffuses the heat all around to colors or white, budget or deluxe. 

give faster drying at lower, safer temperatures. The Maytag Company, Newton, Iowa 


O) 
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Where will you 
draw the line 

in electric heater 
sales and profits ? 


ARVIN INDUSTRIES, INC. 
CONSUMER PRODUCTS DIVISION 
COLUMBUS, INDIANA 
Arvin also manufact Rad and Phonographs, Elec- 
tric Home Heating bles, Le 
Barbecue Grills, Car Heaters and Car Mufflers. 


we Furniture, 


When you become an Arvin 
dealer you don’t have to draw the 
profit line at any point! You sell the 
leading line of heaters with the greatest 
range of models and prices available today. 
You don’t have to stock any other make of heater 
to completely blanket the market! 


This is why: Arvin gives you the widest possible line 
to sell—14 models in all types including radiant, 
fan-forced and cornbination, priced from $12.95 
to $54.95 . . . Arvin commands a very real 
leadership “franchise” based on 27 years 
of unquestioned market dominance .. . 
Arvin backs you up with more effec- 
tive national advertising and local 
level merchandising than any 
other manufacturer. 

Discover how you can enjoy 
full, profitable portable 
electric heater sales this 
fall and winter. Contact 
your local Arvin dis- 

tributor now! 


Instant Ribbon Heater 
an Instant Sales Success! 
New, fan-forced, radiant, au- 
tomatic heater. Advanced de- 
signed ribbon element heats 
faster while the broad-arced 
reflector spreads the heat over 
a wide area. Safeguard safety 
switch shuts off heater if over- 
turned. Thermostat control 
located at top. 1320 watt ca- 
pacity. Model 5918. $19.95 





New Satety Styling 
Wins New Sales! 


Here is America’s only fan- 
forced heater with a beautiful 
safetv-curve front design. Com- 
pact, light-weight. High-qual- 
ity element. Specially designed 
spring-tension handle. Pearl 
enamel finish. 


Model 5914. $14.95 


Fast Heating For 
Fast Sales! 
Now! Radiant fan-forced heat 
in seconds. Ceramic-rod heat- 
ing elements give increased ra- 
diance. Unique slant design 
directs warm air out and up. 
Safeguard safety switch and 
thermostat control. 


Model 5824-1. $24.95 


Two-Heat model with a 
Host of Sales Features! 
This heater gives both 1320 
and 1650-watt thermostatically 
controlled heating capacities. 
Calrod type elements show a 
cheerful red glow. Safeguard 
safety switch and pilot light. 

Bermuda bronze finish. 


Model 5934, $34.95 


Cut Cancellations 


STORY STARTS ON PAGE 108 


be polite to the would be re- 
neger—but above all be firm. 

First of all, make the cus- 
tomer give you a good reason 
for wanting to cancel. You are 
entitled to it. You spent time 
making the sale in good faith. 
And time is money. Now nine 
times out of ten, the customer 
will not admit that he has been 
shopping and received a burn- 
up price. Instead he will give 
any excuse he can think of. So 
put the burden of proof square- 
ly on him. If the excuse involves 
measurements, offer to go to his 
home to measure. It pays. When 
a contrived reason for cancel- 
lation is examined and exposed, 
the customer is usually too em- 
barrassed to make any further 
effort to cantel. 

This leads to a second way to 
forestall an attempted cancella- 
tion—don’t rush the procedure 
of handing back refunds. Very 
often, the would be cancellor is 
depending upon an immediate 
refund of her deposit so she can 
place her order with a chisel- 
ling. You don’t have to play 
their game. The wisest practice 
is to let the cancellor know that 
store policy is to make refunds 
by check—through the mail. 


How To Save the Deposit 


Final consideration in deal- 
ing with cancellations is to 
make sure that the store does 
not foot the bill for any services 
that you have already rendered 
the purchaser-to-be. Unless the 
cancellation was justified or if 
the customer is an old and 
valued one, you are justified in 
retaining a portion of the de- 
posit or the whole deposit to 
cover warehousing, special or- 
dering or double trucking on an 
unsuccessful delivery. By also 
offering to credit this amount to 
any future purchase, you con- 
vert the cancellor back into a 
prospective sale. End 


“DON’T WORRY ABOUT THE 
SHIPMENT OF COFFEE MAKERS .. . 
THEY'RE IMMERSIBLE.“ 
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New General Electric Hair Dryer lets her 


hear... walk...talk 
while her hair dries 


She can hear 

The whisper-quiet motor lets her talk on the phone, watch TV, 
hear the baby cry, or the doorbell ring while her hair dries. This is 
the first hair dryer with every feature women want—but couldn’t 
find in any hair dryer—until now. 


‘She can feel inside 


The convenient new drawstring top lets her tell when her hair’s 
dry—without disturbing a single hair of her hair-do. The stand- 
away styling of the bonnet protects her styling. No other home 
hair dryer has so many “professional”’ features. 


Important! It’s being widely advertised in LIFE magazine 
during the Christmas gift season . . . better see your General Elec- 
tric distributor and get your order in early. General Electric Com- 
pany, Bridgeport 2, Connecticut. 
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First mobile motor on any hair dryer. Now she can strap the light- 
weight motor comfertably over her shoulder or around her waist 
... and move. The vinyl foam pad under the motor (first on any 
hair dryer) protects furniture surface if she sets it down. 


Dries faster 


Faster than old-style dryers . . . actually as fast in many cases as 
professional beauty parlor dryers. And it’s gentle on the hair—has 
4 dial settings to provide really comfortable drying. The smart 
bonnet is adjustable—fits any size head or hair-do. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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TIME TO BOOST SALES 





ae 





WITH 


COLOR BACKGUARDS 








Enterprise 
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NEW! BACKGUARDS 


NOW! IN G COLORS 


Exclusive with Entezpecde. Centennial Styleline Ranges 


You'll hit a new high in sales with Enterprise Centennial 
Styleline Ranges . . . because colorful backguards boost 
business! Every housewife wants the range with the back- 
guard that matches her kitchen and electric appliances! 
They sell! 

Interchangeable backguards come in 6 Decorama colors 
and white for every 36” Enterprise Styleline Range and 
every 30” Enterprise Styleline Range. 


| 





| 
| news AT A GLANCE 


Westinghouse Electric Corporation and the Kroger Com- 
pany, the nation’s fourth largest merchandising firm, will sponsor 
the second Junior-Cook-of-the-Year contest this fall and next 
spring. The promotion is aimed at building traffic in Westinghouse 
dealers’ stores and in training youngsters in the use of electric 
ranges. The first contest was successful beyond all hopes, according 
to company spokesmen, with some 9 million entry blanks being 
distributed through Westinghouse dealers and Kroger supermar- 
kets. The grand prizewinner will receive $5,000 and a trip to 
Europe. Junior entrants in the contest must be in the 12 to 15 age 
bracket, seniors 16 to 20, with finalists being picked to compete 
at the cook-off in Cincinnati next May 8-10. Entry blanks will be 
available at Westinghouse dealers from September 21 through 
November 21. 


Motorola, Inc., has acquired the Dahlberg Company of Minne- 
apolis, Minn., makers of hearing aids and specialized communi- 
cations systems for hospitals. In announcing the acquisition, Robert 
W. Galvin, president of Motorola, said that Dahlberg offers 
Motorola further opportunity to increase its diversification of 
electronic products, and open up another line of products demand- 
ing micro-miniaturization of electronic circuitry. 


Zenith Radio Corporation reports estimated net consolidated 
profits for itself and subsidiaries for a three month period ended 


June 30, 1959 of its current fiscal year amounting to $1,577,830. 
This represents an increase of 65 percent over the $952,925 re- 
ported for the same period in 1958. 


® Only $1.00 more for Enterprise Ranges with color backguards. 
© Great, sure-to-sell feature that'll pull in profits for you. 


The American Home Laundry Manufacturers Association 
is distributing an informative flyer containing promotional ideas 
for selling dryers and combination washer-dryers to utilities 
throughout the country. Edison Electric Institute is distributing 
10,000 copies of an electrical version of the flyer to utilities and 
dealers through its fall All-Electric Laundry Festival kits. The 
American Gas Association is also distributing a special gas 
version to member utilities. Titled, “Dealer-Utility Laundry Promo- 
tion Tips”, the flyer is a condensation of promotional ideas, themes, 
slogans and window displays used successfully by utilities and 
dealers last fall and this spring. 

















| . | ) 
(centeNniat 
LIFETIME BEAUTY Stutoline | 


Coral Pink Midnite Black - - — j 

Canery Yellow Chinese Red General Electric’s product service manager, &. Fe Taft, standing, ex- 
Tenmuclee Green Coes Brown ORDER NOW! amines Univac analysis of room air conditioner service calls. Under 
new room air conditioner service program computer predicts future 
service calls by model and complaint enabling service departments to 


TUL SM MUTALOLLAMG UOT MA LOT | scoeculen'shocsement zat Asan indication of proguct qual 





system, Taft reports a 15 percent decrease in warranty service calls. 
HVILLE, TENNESSEE O ENTERPRISE-ING YEARS 
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First Great Lawn Mower 
Merchandising 


Break-Through Since B71! : ome c 


er wil be sa by ppli 
perpen Po, dealers 





ame: ACCO. It will be backed by 
aggressive nationa | advertising. 
» fret time since 18 


weno 
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MEET THE NEW TOP SALES-MAKER: THE 


Manufactured by the famous American Chain 


TOP QUALITY MOWERS! PRE 


——— 


— 


ACCO 22” Dyna-Pak Deluxe 
Model 822-2 


Powered by new 2.5 H.P. ACCO Dyna- 
Pak engine. New instant-acting ball- 
type governor. New hush-tone muffler. 
Dry air cleaner needs no oil. Exclusive 
ACCO four-square anti-scalp design 
trims close on both sides. Height ad- 
justs without tools. Self-starter avail- 


ACCO 22” Dyna-Pak Deluxe 
Self-Propelled 
Model 8225-2 


Safety pull-up starter. Aluminum alloy 
housing combines strength and light- 
ness. Latest transmission design for 
maximum power delivery to drive 
wheels. Powerful 3 H.P. Dyna-Pak en- 
gine. Self-starter available at slight 


able at slight extra cost. extra cost. 


Also available: 
ACCO 20” DeLuxe 
Rotary Power Mower 
Model 820-2 
with 2.25 H.P. Dyna-Pak engine 


All ACCO Dyna-Pak Rotaries are 
equipped with handles which fold 
down onto deck for easy storage and 
transportation. Handles and controls 
are attached at the factory. 





ACCO 22” Rotary 
Model 722-2 


Styled to sell from modern hood to 
safety-designed blade coupling. Easy 
starting 2.5 H.P. Briggs & Stratton 
Choke-A-Matic engine, automatic re- 
coil starter. Finger-tip control on han- 
dle. Rugged 14 gauge steel housing. 
Free leaf mulcher included. 


ACCO 22” Self-Propelled 
Rotary Power Mower 
Model 7225-2 


Powerful 2.5 H.P. Briggs & Stratton 
Choke-A-Matic engine with automatic 
recoil starter finger-tip throttle 
and clutch controls on handle for easy 
handling even in deep weeds. Rugged 
14 gauge steel housing for long life. 
Free leaf mulcher. 


Also available — 


ACCO 20” Rotary — Model 720-2 
with 2 H.P. Briggs & Stratton engine. 


ACCO 24” Rotary — Model 724-2 
with 3 H.P. Briggs & Stratton engine. 


We believe the profits of the re- 
tailer must be protected. That is 
why we sell only through recog- 
nized distributors. 

As long as you deal with ACCO, 
you can be sure no competitor will 


be given the questionable “edge” 
of direct sales. And you will have 
the further benefit of a nearby 
wholesaler to straighten out any 
difficulties easily and get shipments 
to you fast! 





ACCO Trimmer and Edger 


Model 706-2 
Adds the professional touch to lawns. 
One tool trims around shrubs, hedges, 
_ trees... . edges wulks, flowerbeds, 


patios. 


Cable Company, Inc. 8 


ACCO Special 16” Hand Mower 
Model 1416-2 
The finest quality machine in its price 
class. Lightweight . . . . easy to handle 
ie and carry. Five extra-wide, self-sharp- 
ening blades. Sealed sideplates keep 
es : lubrication in . . . . dirt and water out! 


ACCO DeLuxe 21” 
Reel Power Mower 
Model 4021-2 


Finest cutting reel made. Cuts any lawn 
down to size. Spring-loaded ball bear- 
ings and taper bearing cone assure 
permanent blade alignment. Handle 
has ‘floating position’ to absorb 
bumps and jars. DeLuxe 2 H.P. 4-cycle 
Briggs & Stratton engine with recoil 
starter. 


ACCO Special 18” 
Reel Power Mowers 
Model 28182-2 (2-cycle 2/2 H.P.) 
Model 28184-2 (4-cycle 2 H.P.) 


Extra-wide, self-sharpening blades. 
Permajust blade alignment. “Tractor- 
cog” tires. Throttle and clutch controls 
on handle. Ideal for average lawn re- 
quirements. 


ACCO Trio-Rig 60 
Heavy Duty Mower 
Model 44-2621W-2 


Three 21” cut heavy-duty mowing units 
connected with tow bars. Universal 
hitch for tractor attachment. Total cut- 
ting width of unit is 60”. Extra-large 
semi-pneumatic rubber tires. Each 
mower unit has five extra-wide, self- 
sharpening blades. 


ACCO 21” Riding Reel 
Model 4221-2 


Easy handling aircraft type steering. 
Permanently aligned mowing reel. Com- 
fortably padded cradle seat. Powerful 
2.25 H.P. Briggs & Stratton engine. 
Controls located to afford maximum 
convenience. Combines comfort with 
precision grass cutting. 


For more about ACCO, 
turn the page 














FAST FACTS ABOUT THE 
VUMPLETE ALGO LINE 


@ LONG EXPERIENCE ot lawnmower manufacturing assures you precision made machines. 





® QUALITY GUARANTEED by one of America’s most success ful industrial corporations. 


@ PRICES PRE-CUT 1. tet you meet competition without cutting your profit. 

@ COMPLETE LINE from a single source of supply — gives you right models, right prices for all customers. 
@ NATIONALLY ADVERTISED ty heaviest lawn mower campaign in the long history of its maker. 

@ RESTRICTED DISTRIBUTION through wholesalers and only wholesalers. 


* NATIONAL SERVICING by an established, nation-wide chain of service stations. 





BE THE ACCO 
REGISTERED DEALER IN YOUR NEIGHBORHOOD 


CALL IN THE ACCO MAN FIRST! 


ACCO POWER PRODUCTS =‘ 


of American Chain & Cable Company, Inc. a4 
"Sue aek Gane necticut — Plant: Exeter, Pa. " 
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in the big picture 


— - " Viewing area 275 square inches. 
CI WIDER PICTURE <CPFLATTER SCREEN ‘CPSUPER HALOLIGHT 93-inch pictuve the wengeret diagonally. 
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‘Big Trattic Suilders/ 


— Reaches over New SYEVANTA 
omnes 23 Sereen 
44 million chneendiiies tans 
e of TV! 
unduplicated 


readers 











"ee 
Dramatic HaLoLiGut*demonstration 


, ope lls on sight at the point of sale. 
Dramatic announcement ads in Life nei 9 oe 
and Saturday Evening Post will bring Order yours from your Distributor today! 


big traffic in this fall’s selling season. y SYLVAN i A 


Syivania big picture 23 TV changes Lhe » face of Television GENERAL reLapeeste & ELECTRONICS (a) 
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New B16 3. aS 


Pedestal Legs 


>i? ad 4 
@ PRESS-BD-CLEAN 
REMOVABLE KNIFE 


@® SAREE GUARD 


KEEPS HANDS SAFE 


Suction Cups 


Press-2-Clean 


BIG +35 
Electric Slicer 


HAS GIVEN YOU MORE 


FOR OVER A QUARTER OF A CENTURY 
over 2 million of ‘em in use 


General Slicing Machine Company, Inc.—Walden, N. Y. 
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NEWS x. cums 


An aggressive consumer and industry public relations program on 
factory-built quality kitchens has been undertaken by Better 
Kitchens Institute to better inform the public of new kitchen 
planning developments, new kitchen products, and trends in kit- 
chen design. Created by the Steel Kitchen Cabinet Manu- 
facturers Association as a public service to homemakers, BKI 
offers planning assistance, and joint promotional efforts by its 
nationally advertised members. Information on the BKI program 
may be secured by contacting Better Kitchens Institute, 812 Engi- 
neers Building, Cleveland 14, Ohio. 


McGraw Edison Company’s Speed Queen Division has 
officially announced that a Speed Queen washer-dryer combin- 
ation unit will be ready for market about January 1, 1960. In 
making the announcement company spokesmen gave no speci- 
fications or price figures but did indicate that the machine would 
have several new advancements in the combo manufacturing field. 


A $100,000 consumer's contest, sponsored by Edison Electric 
Institute as part of its National Electric Living Program, 
will be announced in a two-page spread in Life magazine on 
September 14, (part of the 30-page Life Medallion advertise- 
ment, with full page follow-up ads in the Saturday Evening Post 
and Look.) The contest is designed to educate contestants to 
proper. lighting needs in the home. The contest will consist of true 
or false questions based on the text of a 16-page lighting booklet 
which will be available at EEl member utility companies, and retail 
lighting outlets. Additional information is available from the Edison 
Electric Institute, National Electric Living Program, 750 Third Ave., 
New York 17,N. Y. 


Look magazine has announced that it will launch its annual “Look 
and Listen” home entertainment promotion to break in mid- 
October and run until Christmas. As a special feature of the pro- 
motion, designed to help retailers of home entertaining equipment 
to take full advantage of the fall and holiday gift-giving season, 
Look has arranged for each participating dealer to receive a 
supply of premium coupons for distribution to customers asking 
for demonstrations of specific products. Accompanied by a remit- 
tance of $2., the coupons will be redeemable for a choice of im- 
ported silver-plated table accessories. The coupons are part of 
the contents of merchandising kits which contain window streamers, 
hangtags, suggested newspaper layouts, and ideas and instruc- 
tions. Kits will be distributed only through eligible Look adver- 
tisers, who will make the promotion available to their dealer lists. 


Fedders Corporation has announced net sales for the fiscal 
1959 third quarter amounted to $15,028,569 as against $14,733,- 
038 for the same months of 1958. Profits before taxes were 
$2,003,752 as compared with fiscal 1958 third quarter profits of 
$1,676,299. 


SNOWMAN AWARD 


WESTINGHOUSE was the first 
recipient of the room air condition- 
er industry’s first Snowman Award. 
Created by the room air condition- 
er section of NEMA the award is 
given to honor the manufacturer 
making the outstanding contribu- 
tion in the industry’s annual “Beat 
the Heat” promotion. Don Benson, 
manager of NEMA’s Section Serv- 
ice Department makes presentation 
to Wilfred Knoerr, ad manager for 
Westinghouse’ room air conditioner 
department. 
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Stereo Comes of Age with Webcor’s Exclusive Panoramic Sound Stereo 





Exclusive New Webcor BFD gives 
Webcor Dealers the Most Powerful 
Sales-Making Feature in Stereo History! 


*New Webcor BASS FREQUENCY 
DISTRIBUTION actually creates a 
new third stereo channel, for magnifi- 
cent room-wide stereo. You hear a true 


The 1960 Webcor Constellation 
Stereo High Fidelity Console 


(Model 1058) may be played as a self-contained 
stereo fonograf—or else two separate speaker systems in 
handsome portable cases may be removed from the 
console for even greater stereo separation. Equipped for 
Webcor plug-in AM, FM or AM-FM stereo radio. 














panorama of music, all the way from 
wall to wall. And the listener hears true 
stereo music no matter how he moves 
about the room. 


Webcor breaks the stereo price barrier. ..Webcor 
stereo Fonografs from $37.95* to $399.95*. 





Tape Recorder Fans Demanded This One! 





A New Self-Contained Tape Recorder that 
Records and Plays Back Finest Stereo! 


Webcor Regent Coronet Stereo Hi-Fi Tape Recorder 


(Model 2007)—will record and play back both stereo and monaural tapes. 2- 
track and 4-track record and stereo play-back—dual-channel 16-watt amplifier 
— directional microphones. Matching 2-unit External Speaker System (Model 
4007) for even finer stereo separation available. 


Webcor Tape Recorders from $159.95*. 
* Suggested list prices. Slightly higher South and West. 


WEBCOR, INC., CHICAGO, ILL. 


SELL THE LINE THAT SELLS THE FASTEST...SELL WEBCOR 
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#CDH-AP 
PROMOTIONAL COMBOMATIC 
— Where money makes the decision, 
the CDH-AP is a stand-out. Many 
accounts are doing a volume job 
featuring this model at ‘$369.95 
and your old washer.’ Nothing 
“stripped” but the price. 


T 

















ere — 


EASY LAUNDRY APPLIANCES DIVISION 
The Murray Corporation of America * 919 North Michigan Avenue, Chicago 11, Illinois 
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CAN WEAR ALL 9... 
THE NAME wes sen 1S EASY! 


Only Easy Combomatic lets you sell from a complete line of Combinations... 
Gas or Electric, Vented or Condenser, Under Counter Model, 
Promotional Model 





@ And only Easy lets you sell upstairs installation without @ Only Easy offers, in all models, top-notch quality . . . inside 
sacrificing load size. Easy’s 27-inch, kitchen-size cabinet and out. All with such advanced features as exclusive Six 
houses a big, family-size wash-and-dry drum. Cycle washing and drying, and Four Master Filter Rinses. 





ONLY EASY HAS THE FULL LINE 




















#CDK-G #CDK = #CDK-200V #CDU UNDER 
GAS COMBOMATIC CONDENSER COMBOMATIC VENTED COMBOMATIC COUNTER COMBOMATIC 
— Where gasisimportant, the CDK-G —The original electric Combomatic, —The all-electric combination for —If she’s remodeling, she’s a “hot” 
is doubly important. Completely performance-proved in thousands of areas (and homes) where water sup- prospect for the CDU. Fits in like a 
automatic (nothing to light), noiseless. homes.Advanced features and styling. ply is limited. Easy to vent anywhere. built-in—costs less to install, operate. 


5 MODELS...A COMBINATION FOR EVERY BUDGET...EVERY NEED 











If you haven't checked 
EASY Combomatic 


performance in this 
Handbook of United 
States Testing Company 


Washer/Dryer Test 


WAS H E R / D RY E R Results—you should! 
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conditioning applications 


for motor-driven appliances 


Performance and appearance—the principal points of 
interest to your customers when buying motor-driven 
appliances—rate “tops” in devices powered with 
Lamb Electric Motors. - 

High sales appeal, resulting from these features, as- 
sures good turnover—one of the reasons why leading 
dealers the country over like to handle appliances 
motored by Lamb Electric. 


THE LAMB ELECTRIC COMPANY «+ KENT, OHIO 


A Division of American Machine and Metals, Inc 


in Canada: Lamb Electric— Division of Sangamo Company Ltd.—Leaside, Ont 


Motor for air Motor parts for 
household appliances. 
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Turbine for canister- 
type vacuum cleaner. 


DEOPME owe sew. 


R. E. NUGENT 


J. E. KELLEY 


Cc. A. SHERA 


E. D. DIXON 


SEPTEMBER, 


Philco Corp.—Rayford E. Nugent has 
been named vice president-sales of the 
consumer products division. Nugent, a 
veteran of 24 years with Philco, was for- 
merly merchandise manager of the parts 
and accessory division. Additional execu- 
tive appointees include Owen H. Klepper, 
as sales promotion manager—merchan- 
dising department, and John E. Kelly, as 
advertising manager for the merchandis- 
ing department. 


Acco Power Products Div., American 
Chain & Cable Co.—Caleb A. Shera has 
been named sales manager for the divi- 
sion. Prior to joining Acco Shera was mar- 
keting executive with Steltenkamp-Wilson 
& Associates, Chicago. 


Airtemp Div., Chrysler Corp.—E. Dale 
Dickson has been named manager of 
marketing for room air conditioners suc- 
ceeding George Childers. Hugh Dillon is 
the newly appointed sales manager for air 
conditioners. Both Dickson and Dillon are 
veterans of many years with the division. 


American Furniture Mart Corp.—At the 
annual meeting of the board of directors 
Arthur M. Wirtz, chairman, announced 
the appointment of General Lawrence H. 
Whiting to the post of vice chairman. 
Frank S. Whiting was named as presi- 
dent of the corporation. 


Black & Decker—G. Harvey Porter has 
been appointed advertising manager. Por- 
ter assumes the duties previously per- 
formed by J. F. Apsey, Jr., who is the 
newly named director of public relations 
for the corporation. 


Blackstone Corp.—Wallace R. Neilson has 
been named manager of marketing re- 
search. The position is newly created as 
a part of Blackstone’s expanding market- 
ing program. 


King-Seeley Corp.—R. J. Lickteig has 
been named vice president and general 
sales manager of the corporation’s Queen 
Product’s division. 
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Would you like to sell up to $16,000 worth 
of Amana freezers in two days’ time? You 
have the opportunity to do just that with 
Amana’s great new FREEZERAMA pro- 
motion. Schedule it any time you like. 
Here are three typical case histories 
showing how dealers just like you are 
cashing in: 
Arthur Goebel, Jerry’s TV and Appliance 
Sales of Miami, Fla. “I sold 23 units as a 
direct result of the FREEZERAMA pro- 
motion. And the carry over is still bringing 
in customers. What’s more, the interest 
created by this promotion has helped to 
identify me as a full line Amana dealer. 
And that’s good, because I make a good 
gross profit on Amana products.” 


There’s no doubt about it— Mayhew Appliance 


pical Anmana 
FREEZERAMA 


success “Drew 700 


people the 


stories —— 


“Sold 23 units 
in two days” 


Doc Amason, of Dixie Home & Auto of 
Fayetteville, Tenn. “We sold 32 freezers 
during the sale. We’ve sold five since—as 
a direct result of the sale—and we have 
approximately 12 more potential sales as 
soon as final arrangements can be made. 
Not bad when you consider that Fayette- 
ville is not a big town.” 


H. S. Neale, of Northwood Motor & Electric 
of Northwood, lowa. “On the first day of 
the FREEZERAMA promotion, we had 
about 700 people come into the store. And 
I needn’t tell you—with that much traffic, 


you just can’t help making sales. You can Huge billboards on a trailer truck parked outside the store 
be sure our store is definitely established helps to effectively dramatize the Amana FREEZERAMA. 


Pp h “te hi This “rolling billboard” publicized the very successful 
as freezer eadquarters’ in this com- _ FREEZERAMA held by Serv-U-Amana Plan, Rosenberg, Texas. 
munity. 


Company, Shelby, N.C. is holding Amana Regional Sales Manager, Bob Kenyon is on hand to help close sales at 


a FREEZERAMA. Tear sheets of full-page announcement ads cover the window the FREEZERAMA held by Marten’s Auto Store of Dennison, lowa. 
—framing the product, a real traffic stopper. The huge banner directed buyers 


from blocks away to the store. 


These success stories are typical of many. And you can do just as well. 


Here’s your opportunity to sell Amana freezers, Amana’s freezer-plus- 
refrigerator and Deepfreeze chest freezers in volume. Ask your Amana dis- 
tributor to arrange an Amana FREEZERAMA for you. He'll make all the le fy [* J 


arrangements, supply all the material—he’ll even have factory trained 


BACKED BY A CENTURY-OLD TRADITION 


people on hand to help make your FREEZERAMA a sales success. OF FINE CRAFTSMANSHIP 


CONTACT YOUR AMANA DISTRIBUTOR IMMEDIATELY TO GET IN ON 
A PROFITABLE AMANA FREEZERAMA PROMOTION AMANA REFRIGERATION, INC., Amana 16, lowa 
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TERRITORIES OPEN 
or Qualified Distributors 


> chord ORGAN 


40 Chords 
34 Adult Width Keys 
Steel Reeds 


complete with legs 
List 


$159 


(Consolette) 
a Portable) 


List 


$135" $149” 


complete 

with legs 
matching bench 

LIST $11.95 


J ane 
yi Musicat Propucts Corp. 


A Subsidiory of ST. LOUIS MUSIC SUPPLY CO. 3711 West Pine Bivd. St. Lovis 8, Mo 


Good service makes good customers 








You sold the appliance on your show- 
room floor, but when you deliver it, 
you're selling yourself. You want her 
to remem! ou with pleasure—how 
you protected her new appliance and 
woodwor'! t bumps or scratches. 


The water-repellent canvas jackets 
and soft flannel linings of Webb Sling- 
abouts® give her, and you, that pro- 
tection. Webbing handholds help you 
maneuver appliances safely and 
smoothly into place. 


SLINGABOUTS 


For Radio, TV, Air Conditioners, 
ask about Wrapabouts® 


Webb Manufacturing Co Send price of Slingabout er Wrapabout for 
ZOSGA WN. 4th St., Phite. 33, Pa. Model + OS ae 


(} Refrigerator Freezer ) Dryer C) Range C] Washer (specify) 


TRM NAME ATTENTION: 


sinter 7 1) ZONE STATE 
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W. D. DANCE 


P. A. TILLEY 


H. G. MCDAVITT 


J. R. CAREY 


SEPTEMBER, 


IN THE NEWS 


General Electric—W. D. Dance has been 
named to succeed H. T. Hulett as general 
manager of the dishwasher and disposal 
department. Hulett is moving to Chicago 
to become general manager of the Hot- 
point division’s kitchen appliance depart- 
ment. Additional executive appointees in- 
clude P. A. Tilley, named general man- 
ager of the range department, and R. C. 
Hawley who becomes manager of the divi- 
sion’s sales and distribution department 
succeeding Tilley. Tilley succeeds J. R. 
Poteat who has retired and will consider 
to serve as consultant. 


Norge Div., Borg-Warner Corp.—Harry 
G. McDavitt has been appointed national 
sales promotion manager. McDavitt had 
previously served as wringer washer sales 
manager for the division. J. R. Carey has 
been named sales manager of refrigera- 
tion products, a new position. Carey will 
direct the national sales of Norge home 
freezers and refrigerators, with offices at 
Norge headquarters in Chicago. 


Westinghouse Electric Corp.—Thomas J. 
Farrahy, Jr., has been appointed assistant 
to the director of advertising. Before tak- 
ing this newly created position Farrahy 
was assistant advertising manager of the 
apparatus advertising department. 


Waste King Corp.—Dick Schaub has been 
promoted to the newly created post of as- 
sistant to the general sales manager. 
Schaub was previously sales coordinator 
for appliance and dealer distribution. 


Remington Rand—Robert A. Sanders has 
been appointed head of sales promotion 
activities for Remington Rand Electric 
Shaver division of Sperry Rand Corp. He 
has been succeeded as assistant advertis- 
ing manager by Robert E. Donahue. 


Packard-Bell Electronics Corp.—Fred J. 
Kopesky has joined the company as di- 
rector of planning in the home products 
division. Prior to his new assignment, 
Kopesky was in charge of market plan- 
ning for RCA’s radio-Victrola division in 
Cherry Hill, N. J. 
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KITCHENS NEED THIS NEW APPLIANCE! 


Here are the facts about the 
newest big-volume market 
available to the appliance dealer 
... and how to cash in on it! 


Every kitchen needs some way of eliminating cooking 
odors, grease and smoke. Builders and remodelers— 
who understand what Mr. and Mrs. America want 
—know this. Last year they installed over 600,000 
range hoods and fans. Nearly 55% of all new homes 
have built-in hoods or fans...and more and more 
homes every year are coming equipped with hoods. 


Unfortunately, you have never been able to touch 
this profitable business because conventional hoods 
with fans require costly installation—ducts, vents, car- 
pentry, wiring and masonry. 


Here’s Where You*Come In: Now you can cash in 
on the 40,000,000 homes and apartments that need 
hoods... because the new NAUTILUS NO-DUCT 
HOOD is a packaged, self-contained appliance that can 
be put up in minutes... by anyone. . . anywhere! 


THE NAUTILUS NO-DUCT HOOD. This new, selif- 
contained appliance purifies kitchen air without vents 
or ducts ...can be put up in minutes... by anyone. 
Get the full profit story... mail this coupon today! 
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Operating on the same scientific principle perfected 
aboard the atomic Submarine Nautilus . . . the 
NAUTILUS NO-DUCT HOOD has an Activated 
Charcoal Filter—plus a Grease Filter—instantly clears 
kitchen air of all cooking odors, grease and smoke. It has 
a 2-speed fan, fluorescent light, push-button controls, 
and an electrical cord. 


Millions Know It: Advertised in LIFE, publicized 
in leading consumer magazines, promoted on network 
TV ...the NAUTILUS NO-DUCT HOOD is already 
known to millions of homemakers. It’s a big-ticket, high- 
profit appliance (in the $100 +- price range) that’s easier 
to sell—and install—than most other major appliances! 
And it’s aimed at a wide-open market! 


Eight out of ten homes and apartments in your 
community are good prospects for the NAUTILUS 
NO-DUCT HOOD. Notice how many of the new 
homes in your area have built-in range hoods. See why 
the NAUTILUS NO-DUCT HOOD is the coming big- 
volume appliance for all dealers who handle it. It’s the 
air-conditioner, dryer, or T'V set of tomorrow! Remem- 
ber: 70% of your present sales are on appliances that 
weren’t even on the market 20 years ago! 


*Patent Pending 








EM-9 


MAJOR INDUSTRIES, INC. 
505 NORTH LaSALLE ST. 
CHICAGO 10, ILL. 


Please rush me full information on the NAUTILUS 
NO-DUCT HOOD. 


Name. 





Position. 























Hoffman ... a leader 


im space electronics... presents 


Pe) (LJ) 77" 


all new 
> sight and sound system 














is REVOLUTIONARY FIRST means greater 
sales, greater profits for you! 


TUNING CONTROL: Tunes in AM 
or FM radio stations 


MODE CONTROL: Set for stereo and 
monaural records, AM or FM radio 
stations; reverses speakers of 
both TV and Stereo-Fi for desired 
direction of sound movement 


TREBLE CONTROL: Increases or 
decreases high frequencies of both 
TV and Stereo-Fi speakers 
simultaneously 


BALANCE CONTROL: Permits 
increasing or decreasing sound 
volume of TV and Stereo-Fi units 
independently of each other 


BASS CONTROL: Increases or 
decreases low frequencies of both 
TV and Stereo-Fi speakers 
simultaneously 

INPUT: For input of TV, Tape 
Phonograph, AM and FM Radio 
Multiplex (when available 
VOLUME CONTROL: Increases the 


volume from speakers of both 
units simultaneously 


a, 


HOFFMAN has removed | 1 ripped off the mask 
PAN-O-VISION scree e picture, just as it 
leaves the transmit! w dimension in sight 


World’s Finest Quality TV and Stereo 
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No matter where you sit you see the FULL picture 
No matter how the furniture 
everyone has a clear view of the FULL picture 


THE ULTIMATE IN HOME ENTERTAINMENT! 


From its vast experience in advanced space communications systems, 
HOFFMAN has created a revolutionary new concept. The “Duet” is 
designed as a coordinated, integrated electronic system to provide the 
ultimate in TV, Stereo and AM/FM radio. 

The new “Duet” combines HOFFMAN'S sensational PAN-O-VISION 
wide-screen TV with the most advanced stereo high fidelity for matchless 
performance and unequalled flexibility. Each unit is completely self- 
contained ...each can be used independently of the other. Yet, at the touch 
of a finger, BOTH superbly matched instruments combine for TRUE 
stereo reproduction of records and to produce TV sound with living 
presence and quality! 


PRICED RIGHT FOR THE CONSUMER! PRICED RIGHT FOR YOU! 


The new “DUET” offers the finest in TV and the best in stereo — in beau- 
tifully designed fine furniture finished cabinets. Yet your customer can have 
BOTH of these exquisite instruments for the cost of quality stereo alone! 
With the introduction of the new “Duet” HOFFMAN launches a new 

profit structure that makes the whole package a dealer’s dream! The new 
HOFFMAN Profit Plan makes every sale a bigger sale, puts more 

dollars in your pocket! 


GET SET NOW FOR YOUR BIGGEST YEAR...WITH HOFFMAN! 


The greatest advertising campaign in HOFFMAN history is already 
underway. Full pages in LIFE, SATURDAY EVENING POST and 
GOOD HOUSEKEEPING team up with newspapers, radio, television and 
billboards to tell all America about “‘Duet” and the rest of the superb 
HOFFMAN line in 1960. This year HOFFMAN makes sales history! The 
line is priced right — priced competitively, priced to sell! Be sure you get 
YOUR share of the profits! Get going with HOFFMAN ... now! 


with Because there is no outside glass of ANY kind in front of The ‘Duet’ has SIX high fidelity speakers — four in the 
is arranged the PAN-O-VISION screen, a whisk of a cloth removes dust Stereo-Fi unit and two in the PAN-O-VISION TV unit 


keeps picture sparkling clean! HOFFMAN has eliminated Stereo channels can be reversed so that highs and lows 
annoying glare and reflections, too! can be heard from either speaker system 


iT O84 RfFunp 
cae o*” oF 
S Guaranteed by > 


Good Housekeeping 
$0r 45 anyenrist® wes? 
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NOW...FOR FULL PROFIT SALES TO MILLIONS 


The World’s First Low-Cost 
Portable Electrostatic Air Cleaner! 


Lectrofilfer. 


Suggested 
Retail Price 


$6995 


CUSTOM MODEL 102 for rooms 


Here’s the newest, hottest 
full-profit-maker available 
today to appliance dealers! 
Everyone of the millions who 
suffer from hay fever, asthma 
or who are allergic to dirty 
air is an immediate prospect! 
And Lecfrofilfer costs 


up to 38’ x 35’. installs 


easily in window with 
optional mounting kit. 


Retail Price 


$3095 


SUPER MODEL 101 for rooms 
up to 20’ x 20’. Wonderful 
for bedrooms, dens, 
Offices! 


far less than any other high 
voltage electrostatic cleaner 
...cleans far better than any 
unit combining an ordinary 
filter with ultra-violet lamps! 


Lectrofilfer removes up to 99.5% of airborne dust and pollen...by actual test! 


Here is the first really practical answer to the problem of dirty air— 
and it means volume sales at full profits to dealers everywhere! 


Tests prove LECTROFILTER removes up to 99.5% of airborne 
dust and pollen—and spores, fly ash, and even smoke as well! It 
gives wonderful relief to hay fever and asthma sufferers, lessens 
dusting and cleaning, cuts decorating costs, pays for itself in savings 
and better health! 


The secret? LECTROFILTER works electrostatically! Thousands 
of filter fibers are charged electrically so each one attracts airborne 
particles as if to a magnet! 


COOLERATOR DIVISION 


Albion, Michigan 


McGRAW-EDISON COMPANY 


a Finest in Home Comfort Appliances @ oO 
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LECTROFILTER provides all the benefits of the principle used in 
large, costly industrial dust-collecting systems . . . yet because of a 
new electrostatic generator of a type used in nuclear research, it 
costs no more than units with ordinary filters and ultra-violet lamps! 


In addition, LECTROFILTER circulates the air, freshens it, and 
kills germs with ultra-violet radiation. It plugs in anywhere .. . 
carries easily everywhere. And it consumes no more power than a 
50-watt bulb. 

Dealers who stock LECTROFILTER now will profit most with this 


amazing new development. Send the coupon below today for 
full details. 


MAIL THIS COUPON TODAY! 
COOLERATOR DIVISION, DEPT. AC-9 
McGraw-Edison Company, Albion, Michigan 


Please send complete information about the new LECTROFILTER Portable Air 
Cleaner opportunities. 


DEALER NAME____ 





COMPANY 





Ce 





—_—— EE EE OF 
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From UNIVERSAL! Never before an offer like this! 
ee » 6 ve 
f Your customers 


, SAVE #55 


i WARD gas range 
ew 36-inch GOLD STAR A t 
seit: _..and in addition, they get a 


) ROTISSERIE FREE! Wo ¥/_ 


- == 
Worth $25-—factory built-in, motorized and fully-automatic = 








I and you 
stil/ make the 
f fyll mark-up! 


? GOLD STAR / xs STAR ag 
ad ‘i *\ y 


AWARD f 
MODEL /< “= 
go7s-x \5 JQ =|) 
q ms 
45 ns80c4 


LIMITED 
OFFER! 


FEATURES INCLUDE: 


* “Burner-with-a-Brain"’ 
* Timer-clock 














*® Fully-automatic Ignition 
* “Air-conditioned” Oven 
* Smokeproof Broiling 


COMPLETE PROMOTIONAL MATERIAL READY NOW! 


id 


See your Cribben and Sexton man or call the factory now! 


UNIVERSAL 


CRIBBEN AND SEXTON COMPANY, a subsidiary of the Waste King Corporation « 700 N. Sacramento Bivd., Chicago 12, Illinois e Phone VAn Buren 6-4600 
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REGINA’S BIGGEST ADVERTISING PROGRAM — 
TELLS YOUR CUSTOMERS ABOUT THE BIG NEWS 


4 Polisher-Scrubber-Rug Cleaners—the Regina Electrikbroom 


Starting in mid-September and running 
through the Christmas selling season, Regina 
will be selling your customers with a barrage 
of large-space color ads in Look, Better 
Homes & Gardens, McCall’s, Living for 
Young Homemakers, House & Garden, 
House Beautiful, Sunset, other magazines 
... plus local newspaper and TV coverage. 


Here's your opportunity to promote and sell 
aplenty Regina’s complete line of polisher- 
scrubber-rug cleaners, with more features— 
more values—at lower prices than Regina 
has ever offered. Equally promotable is the 
Regina Electrikbroom also reduced in price 
to you and to your customers. 


Now you can enjoy a sensible, profitable 
mark-up on America’s easiest-to-sell floor 
appliances... planned for every market level 
...to retail from $39.95 to $64.95. 


YOUR BUDGET-MINDED MARKET 
WILL ASK FOR.. 


Model 260—New! Suggested list, $39.95—Attractive, China- 
blue and gray color combination, with equipment for 
floor polishing and rug cleaning. An outstanding buy! 
Display it—promote it... bring in prospects! 


YOUR MASS MARKET WILL ASK FOR... 


Model 460—Suggested list, $49.95—All-metal construction. 
Unequalled in quality, performance and its lifetime of 
service. Equipped with 1 pair waxing, scrubbing, rug 
cleaning brushes, | pair polishing brushes, 1 pair revers- 
ible felt buffing pads, rug-cleaning attachment. Avail- 
able in driftwood and coppertone color combination. 


Model 560—Suggested list, $54.95—All-metal construction. 
Color: Decorator Primrose two-tone combination. 
Equipment: 1 pair waxing, scrubbing, rug cleaning 
brushes, | pair polishing brushes, 1 pair reversible 
felt buffing pads, rug cleaning attachment, easy clip-on, 
finger-control dispenser that pours wax, detergent or 
rug cleaning fluid automatically. 


YOUR “CARRIAGE TRADE” WILL ASK FOR... 


Model 760—Suggested list, $64.95-The Tiffany of all 
palishers...even Regina. Lifetime, genuine chrome-on- 
metal finish. Comes with | pair of waxing, scrubbing, 
rug cleaning brushes, | pair polishing brushes, 1 pair 
lamb’s wool buffing pads, | pair steel-wool pads for 
dry cleaning floors, rug cleaning attachment, easy 
clip-on, finger-control dispenser that automatically 
pours wax, detergent, rug cleaning fluid. Show-case item 
for any store to display and promote! 
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ALL YOUR CUSTOMERS WILL ASK FOR... 
America’s fastest-selling vacuum cleaner 


REGINA etm, 


Model 600—New suggested list, $39.95—The lightweight vacuum cleaner that’s 
the talk of the industry, retailer and consumer...as well as the hotel, motel 
fields. A sure-fire success whenever and wherever promoted by the retailer. 
Don’t let your competitors get all the business! 





Use the Coupon to Get the Full Story of What Regina Offers You fer Fall! 


THE REGINA CORPORATION, 11 Regina Ave., Rahway, N. J. 

I am particularly interested in Regina Twin-Brush Polisher-Scrubber-Rug-Cleaner 
Model 260 Model 460 Model 560 Model 760 

Regina Electrikbroom Model 600 


Name and address of distributor in my territory —____ 
Regina promotional aids ———~-__ 

STON. cccencnatin 

ADDRESS - 

say fetien eae ene dk. ~ZONE _____ STATE 


SIGNED ——_—_ 








new products 


ANNA A. NOONE Editor 


Announcing 1960 


Hamilton "300" washer 3192 No. “9300” dryer 


Hamilton's 1960 Golden Year line 
includes 9 washers and 12 dryers 
and commemorates their 1-mil- 
lionth dryer off assembly line. 

Hamilton “400” dryer has new 
third cycle—a special 15-min. set- 
ting for woolens; twin air-streams 
(1 for cradling clothes gently while 
drying, the other for whisking 
away moist air); Cycle-set 
control includes new woolen set- 
ting; Fabri-Set pushbutton tem- 
perature control; Sun-E-Day lamp 
at top of 


used, 


loading port; satin- 
smooth drum; double-pass lint con- 
trol; heat miser; lint minder signal 
lights; foot pedal door opener; 
fluorescent light on control panel; 
2 gas dryers (an automatic ignition 
and a constant pilot model) and 
an electric model. 

Matching “400” automatic wash- 
ers available with or without suds 
saver; basic feature is triple filter- 
ing action and 5 separate rinses; 
positive pressure-fill allows pre- 
setting of wash time, 2 separate 
automatic wash cycles including 
new wash-n-wear cycle; 4 pushbut- 
ton wash water temperatures; 3 
pushbutton rinse 
new 10 percent 
wash tub and 

“300 series 
background, lighted control panel; 
130-min. time Fabri-Set tem- 
perature control plus 
Hamilton dry 
els with autom ignition or con- 
stant pilot; a n electric. 

For key accounts and utilities 
Hamilton is int ing its “9300” 
series with step-up features as 


temperatures; 
larger stippled 
fabric conditioner. 


dryers have new 


standard 
features. Gas mod- 
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follows: Sun-E-Day lamp; dual 
Cycle-Set timer with normal and 
wash-n-wear cycles and double door 
construction. 

Prices, “400” dryers electric, 
$279.95; gas, $339.95 and $309.95; 
“400” washers, $389.95 with suds 
saver, $369.96 without. “300” dry- 
ers, electric, $239.95; gas, $289.95 
and $259.95. “300” washers, $229.95 
for 3T9 and $269.95 for 3T92 
shown; “9300” dryer and “200” se- 
ries washer and dryer prices are 
open. Hamilton Mfg. Co., Two 
Rivers, Wis. 








G-E 1960 Filter-Flo with bleach dispenser 


G-E 1960 Filter-Flo 


An automatic bleach dispenser 
which stores, measures, dilutes and 
dispenses bleach at proper time dur- 
ing wash process is announced by 
the Home Laundry Dept., G-E for 
its 1960 Filter-Flo washer. 

The dispenser stores 3-qts. liquid 
chlorine bleach, about 1-mo. supply 
for typical family, making only 1 
handling operation necessary, i.e.: 
pouring bleach into reservoir about 
once a month; eliminates measur- 
ing cups, special storage for bleach 
bottles and diluting containers; af- 
ter bleach is poured into fill-spout a 
level indicator shows when reser- 
voir is almost filled; to use, a lever 
is pushed down until desired quan- 
tity for wash load is indicated in 
dispensing gauge—up to 1% cups; 
with desired cycle selected the 
washer may be started and the 
balance of the procedure is auto- 
matic; when washing most often 
bleached white cottons and linens, a 


G-E automatic bleach dispenser 


timer activates dispenser about 5- 
min. before end of wash cycle and 
releases raw bleach into outer tube 
where the Filter-Flo recirculation 
system dilutes it with water, circu- 
lating diluted bleach into load. In 
other cycles for synthetics, and deli- 
cate items there is no time delay, 
fabrics have full benefit of chlorine 
to which they respond. 

Filter-Flo 5-cycle principle is re- 
tained; cycles are numbered on 
washer panel for: (1) regular cot- 
tons and linens; (2) non-colorfast 
cottons and linens (3) sturdy wash- 
n-wear; (4) delicate wash-n-wear; 
(5) “special” items such as wool- 
ens; touching numbered key and 
turning dial to matching number 
automatically sets correct wash and 
spin speeds, wash and rinse temper- 
atures and time. A cold water wash 
key and 3-way rinse water control 
switch provides additional varia- 
tions. 

The matching 1960 dryer features 
visible new linear control with indi- 
cator needle which moves horizon- 
tally along panel; timed and auto- 
matic dry control; automatic de- 
wrinkler with end-of-cycle signal; 
foot-pedal door opening; magnetic 
latch; safety-start switch; access- 
ible lint trap; automatic sprinkler; 
air freshener. 

Coordinated backsplashers of 
washer and dryer have been styled 
to set off control area; both 1960 
Filter-Flo with automatic bleach 
dispenser (No. 1050T and 1055T 
with suds saver) and 1960 dryer 
No. 1020T are available in 5 mix- 
or-match colors: pink, canary, tur- 
quoise, woodtone and white. General 
Electric Co., Louisville, Ky. 
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Frigidaire 1960 washer and dryer 


Frigidaire 

Seven new washers and 5 new 
dryers comprise Frigidaire 1960 
laundry line. A wash-n-wear cycle 
has been incorporated into all mo- 
dels—washers and dryers. Newest 
is an automatic soak and wash cy- 
cle—set control and machine soaks, 
then automatically washes, rinses 
and spins damp-dry; cycle can also 
be used for woolens, blankets etc. 

Two separate wash-and-wear cy- 
cles, one for colorfast cottons, the 
other for man-made fabrics, pro- 
vide additional flexibility for 
bleaching safely and dyeing; these 
additives plus soap, detergents, 
rinse conditioners and fabric soft- 
eners are automatically distributed 
underwater at proper time. 

To operate top-line Custom Im- 
perial washer, set controls for kind 
of fabric, degree soil and size load— 
machine does rest, selecting proper 
wash and rinse temperature agita- 
tor and spin speeds and washing 
time; touch-bar selector determines 
proper wash cycle for any type 
fabrics; cold water wash, rinse and 
soak controls also added. 

Washers feature 3-ring agitator 
that pumps up-and-down; lint and 
scum are floated out of tub. 

Same flexibility and ease are 
available in top line dryers: when 
set for “automatic” moisture con- 
tent of clothes automatically regu- 
lates drying time; for “timed” dry- 
ing set for periods 15 to 75-min. 

Touch bar selector provides prop- 
er drying cycle for all items from 
sheet curtains to lingerie to rugs 
and bedspreads; in addition, a 
“sprinkler” control readies clothes 
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for ironing, plus settings for wash- 
n-wear and fluffing and airing. 

Filtrator on Custom Imperial 
dryers eliminates outside venting 
and plumbing—also traps lint. 
Both washer and dryer models have 
sheer look; top models come in 5 
colors: charcoal, copper, turquoise, 
pink, yellow, also white. Frigidaire 
Div. General Motors Corp., Dayton, 
0. 
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Kelvinator “Style Mark’ washer and dryer 


Kelvinator 

Kelvinator’s 1960 “Style Mark” 
line includes 4 automatic washers 
that pair with 3 automatic dryers 
in a choice of gas or electric; sim- 
plified operation and design are 
featured: easily understood con- 
trols provide selection of wash and 
rinse water temperatures and 
washing time with a single dial 
control; top models provide a se- 
lection of 6 automatic wash and 
dry cycles according to size, type 
fabric and amount of soil. All mod- 
els are 36-in. high, have square cor- 
ner design and flush-to-wall instal- 
lation; cabinets are 27-in. wide in 
washers and dryers. 

Five performance features in- 
clude deep turbulent wash and a 
combination of 12-vane agitator 
action and water jets; automatic 
pre-scrub action for 60 secs.; over- 
flow rinsing and filter fountain re- 
move lint. 

Top of line Deluxe KW92M fea- 
tures “fabric choice control” mas- 
ter switch for selection of 6 auto- 
matic wash cycles, guide lists (1) 
regular wash (heavy soil and color 
fast); (2) regular wash (light soil 
and non-color fast); (3) delicate 
wash (moderate soil); (4) delicate 
wash (light soil); (5) wash-wear; 
(6) woolens. Built-in instructions 
for pre-soaking unusual loads and 
for pre-soaking unusual loads; 
wash-wear setting automatically 
injects cold water into tub at end 
of wash cycle and during rinse cy- 
cle to prevent wrinkles; additives 
for conditioning rinse water can be 
added automatically in this model; 
“suds-back” is also available as 
model KW95M. 

No. KDE90M electric dryer and 
KGE90M gas dryer can be paired 
with automatic washer models 
KW95M, KW92M and KW70M. 
Backguards are similar and con- 
tain fabric guide and fabric choice 
control: Fabric guide on dryer has 
(1) normal load, fold dry; (2) nor- 
mal load, damp dry, ready for iron- 
ing; (3) small load, fold dry; (4) 
small load, damp dry; (5) wash- 
wear; and (6) fluffing, airing, dust- 
ing for fluffing chenille spreads, 
pillows, draperies etc.; timer con- 
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trol can be set for drying periods 
up to 135-min., has 10 min. cool- 
off period at end. Deluxe dryers 
have fluorescent light in backguard 
plus automatic interior light; con- 
cealed lint trap behind loading 
door and below opening dryer; 
safety cut-off stops dryer when 
door is opened. 

Other washer models include 
KW70M with water temperature 
guide; automatic filter fountain; 
porcelain top and lid; KW30M, 
temperature guide offers choice of 
3 correct combinations of rinse and 
wash water temperatures for regu- 
lar or delicate fabrics plus wash- 
wear. 

Other models in line include 
KDE50M electric dryer and KDG- 
50M that pair with KW30M and 
KW35M washers; KDE20M elec- 
tric and KDG20M gas dryer that 
pair with economy washer KW- 
20M which has 2 water tempera- 
ture choices. Kelvinator Div., 
American Motors Corp., Detroit, 
12, Mich. 


Hotpoint Super Deluxe washer and dryer 


Hotpoint’s 1960 line includes 4 
automatic washers and 4 dryers. 
Top of line Super Deluxe LW090 


washer features a “touch com- 
mand” or pushbutton control sys- 
tem—a series of washing and dry- 
ing programs; all that is required 
is a push of a button for type fabric 
to be washed and machine takes 
over providing right wash and rinse 
temperatures, proper wash and 
spin speeds, automatically. A new 
3-cycle dial provides automatic se- 
lection of correct wash time de- 
pending on amount of soil. This 
same programmed system is appli- 
cable to Super Deluxe dryer which 
provides correct time and tempera- 
ture for any clothes item. 

In addition to “touch command” 
system another new feature is an 
automatic dual dispenser located 
under lid, at left—one side is for 
bleach, the other for rinse softener. 
Retained from last year is cannis- 
ter type lint filter on agitator post, 
working with deep overflow rinse, 
sediment ejector and jet spray 
rinse, the lint filter provides filtra- 
tion for soil and lint removal. 

A cold water injection during the 
last 2 min. of wash cycle tempers 
wash water and minimizes wrin- 
kles; Deluxe model features a wheel 
type detergent dispenser that dis- 
solves powdered detergent or dis- 
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tributes liquid detergent through- 
out wash water; other features in- 
clude 10-lb. tub capacity (dry); 3 
cycle dial, special 3-way fill control; 
automatic rinse temperature con- 
trol permitting cold or warm rinse 
water; all-porcelain finish; flush-to- 
wall installation; 1-piece wrap 
around construction; top loading 
with instructions fused on lid. 

Deluxe washer LW070 has 4- 
speed flexibility; 6 combinations 
water temperatures; underwater 
lint filter; detergent dispenser and 
cold water injection during last 2 
min. wash cycle; 10-lb. capacity; 3 
cycle soil removal dial; 3-way fill 
control. 

Deluxe pushbutton automatic 
LW070 with or without suds saver, 
features underwater lint filter, 6 
combinations water temperature; 
3-way fill control and other features 
found on Deluxe models; Budget 
priced LW030 features pushbutton 
wash temperature selection; full or 
partial load control; porcelain fin- 
ish inside and out. 

Super Deluxe condenser dryer, 
LC090, (vent free) model, and 
LBO090, blower type, feature “touch 
command” programmed system 
with 3 cycles; other features include 
sealed “Calrod” units; interior 
light; safety cut-off switch; air 
freshener; toe-touch door opener. 

Medium priced blower dryers, 
LB070 and LB050, have pushbutton 
heat selection plus a fluff cycle, toe- 
touch door opener, special timer for 
selected drying up to 130 min., and 
115-volt adaptability. Budget model 
LB030 has pushbutton heat selec- 
tion, toe-touch door opener, 15-to- 
130-min. drying time; extra large 
lint screen; special 115-volt adapta- 
bility and sealed Calrod units. Dry- 
ers are styled to matched 1960 
washers. Hotpoint Inc., 5600 W. 
Taylor St., Chicago 44, Ill. 


Easy Crestmont ASH-VP 


Easy Washer 


Crestmont No. ASH-VP is a 
drop-in promotional automatic 
washer as an addition to the present 
line with no suggested retail price, 
but is expected to retail in various 
markets for $229-$239. 

Operates with Easy spiralator 
action, velva-power transmission, 
666 rpm spin extraction; incorpo- 
rates tip-top filter engineered into 
lid for full-time filtering of loads of 
all sizes; 3 wash cycles: normal 
fabrics, wash-n-wear, and soak, 5 


water temperatures: hot, warm, 
cold for wash; warm and cold 
rinse; also has partial-water-level 
control with positive fill; control 
panel styled in silver, coral, char- 
coal gray with spun-satin finish 
temperature switch background. 
Easy Laundry Appliances Div.. 
The Murray Corp. of America, 919 
N. Michigan Ave., Chicago, 11, 
Til. 


Westinghouse L-1000 Laundromat, D-1000 dryer 


Westinghouse 


Westinghouse continues special 
top model set of twins, L-1000 
Laundromat and D-1000 dryer 
with wood finishes and made of 
embossed furniture-like steel. For 
1960 this series is enlarged to in- 
clude confection colors pink, yellow 
and aqua as well as white. 

L-1000 Laudromat has 11 preset 
wash programs on its computer 
system; operator pushes button for 
appropriate program and computer 
automatically selects proper com- 
bination of wash time, water tem- 
perature, rinses and spins; 4 regu- 
lar programs for pre-wash, color- 
fast cottons and linens, heavy soil, 
normally soiled cottons and linens, 
and silks and synthetics. There 
are 2 wash-n-wear programs; 5 
special programs including cold 
water wash; blanket wash; tint 
program; drain and spin; and rinse 
and spin program. 

D-1000 dryer has 8 preset pro- 
grams for regular, fine, wash-n- 
wear, damp dry, blankets, wrinkle 
removing, low heat drying and air 
fluffing. 

Custom Imperial series of twins 
also come in 3 confection colors 
and white; both washer and dryer 
have 8 preset programs. Other fea- 
tures of top series include automat- 
ic lint ejector; fabric conditioner 
automatic injectors for rinse wa- 
ter; weight to save doors; suds and 
water saver indicator. Clothes dry- 
ers in above two top series use di- 
rect airflow lint collector accessible 
through work surface top. 

Royal series of twins have a 
Laundromat with 2 basic pro- 
grams, but flexible control makes 
it possible to set up a variety of 
special programs; has soap and 
water saver and automatic lint 
ejector. Royal dryer has 3 tempera- 
tures—regular, low and fluff—a 
time selector that automatically 
shuts off when completed. 

Features common to all Laundro- 


MORE> 
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FOR BIG 44.6” PROFIT | 


Buy 12 Universal Electresteem radiators 


GET 1 FREE! 


WitittitsFEe 

ay \ 
- . 
) 


(any one type) 





Here’s how deal works with 8-section, 
110-volt model. Comparable figures 
apply to other models. 


BUY 12... GET 1 FREE! 


Retail value ($44.95 ea.) $539.40 
Get one FREE 44.95 


Total retail value $584.35 
Cost to you (12 @ $26.97 ea.) 323.64 


GIVING YOU A 44.6% PROFIT OF NEW PORTABLE, AUTOMATIC Universal-Electresteem gives 


safe, extra heat from any wall plug * 8-section model (left) 
$44.95 retail + 10-section model (right) $49.95 retail «+ Both 
models available in two smart colors— walnut and gray. 


a 
woe. 


Designed right...built right... priced right 


Electresteem 


PORTABLE STEAM RADIATOR - OTHER FEATURES 


THAT SELL FOR YOU 
HAVE ONE ON US with the hottest deal ever! 


Almost anybody is your prospect and by stocking a LE . Was New design air valve and 
now, you get extra profits. The Universal-Electresteem sae / > . vest anata 
has hundreds of uses. It belongs in houses, i AE New water level indicator 
cottages, summer camps, hunting or fishing lodges, a Fi ;, : New tubular heating unit 
business buildings, garages. Portable, plugs in - a (stainless steel) 
anywhere. Built-in thermostat assures safe, uniform No attention required after 


heat. Operating costs — only pennies a day! Be sure to i a Coeerere initial filling except water 
: . ’ Rugged and accurate. Assures ) chissh 200 
order enough while this special extra-profit deal lasts! uniform heat. Makes Universal- CVS! Cueen very 


Electresteem complete in itself. heating hours 


ELECTRIC STEAM RADIATOR CORP., Paris, Kentucky 


Subsidiary of Landers, Frary & Clark 
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Lightens 
yOur WOrK 


Brightens 
yr Inia: " 
your ieisure 


Widens 
vour world 


Peel off these STEELMARK stickers 


—put them where they help you sell— 
—on your merchandise made of steel! 


oe te 
. or 


~ 


St 





Here's how the STEELMARK | 


helps you sell all products made of steel— 


80 MILLION CUSTOMERS per month 
are told to look for the STEELMARK 
when they buy—through ak ge 
advertising in: | 
SATURDAY EVENING POST + LIFE 
USS STEEL HOUR + DAYTIME TV 


306 LEADING MANUFACTURERS 
have ordered STEELMARK tags and 
labels for factory application to their 
products made of steel 


24 THOUSAND FREE STEELMARK KITS 


sent to retailers to help them sell 
merchandise in their stores. 


What ' a success story... and it is getting bigger! 


if you haven't already sent for your free STEELMARK kit, write for it 
today. Steelmark Prograz«, United States Steel, Pittsburgh 30, Pa. 


in the meantime, use the STEELMARK stickers.on the other side of 
this page. Put them on your merchandise now and see for yourself 
now they help sell anything that’s made of steel. 


United States Steel 





Se 








ANNOUNCING ...1960 WESTINGHOUSE ROLL ABOUT DISHWASHERS 


STYLED RIGHT...SELLS ON SIGHT 


Your customers know . . . the Hotter the Water, the 
Cleaner the Dishes. A Hot Water Booster is built into 
the Westinghouse Roll About. While it is heating the 
water the dishes are power-soaked to soften food 
soils. Actual washing begins only when the water 
reaches 140°... the ideal temperature for safe and 
thorough washing. Dishes, pots and pans are never 
washed in cold or lukewarm water. No other dish- 
washer has this feature. 


Westinghouse 
TOAL ELECTRIC HOME 


<> 


More reasons why the Westinghouse Roll About is 
easiest to sell: No Installation Costs, Rolls Any- 
where, Snaps on to Faucet, Low Retail Price! Network 
TV Demonstrations on ‘‘Desilu Playhouse,” three times 
during the fall. Time your advertising and promo- 
tions around TV demonstrations. Let Lucy help you 
move the Roll About. Nationally advertised with full- 
page, four-color ads in Better Homes and Gardens and 
Sunset, November and December issues. 


vou can os sure...es Westin ghouse ans. 


WESTINGHOUSE ELECTRIC CORP., COLUMBUS, OHIO 
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snaps on 
faucet— 


heats its 
Own water— 
and doesnt 
start washing 
until water's 
piping hot! 


CHOOSE-N-CHANGE MICARTA TOPS 


in Constellation-white with gold flecks, and 
Irish linen shades of pink, tan, green and 
grey. A top for every kitchen color scheme. 
Micarta tops can be changed in five minutes. 


WIN YOUR “HAWAHAN HOLIDAY” 


Buy 1 to 50 New Roll Abouts from now until! 
December 16. . . and take a vacation in the 
newest state of the Union . . . Hawaii. Ask 
your distributor salesman for details! 


BUDGET MODEL 
ROLL ABOUT 


Let this price leader 
model build your 
traffic . . . then sell 
up to the Imperial 
model. 
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In Chicago, readers of the Chicago 
Tribune buy most of the TV sets sold! 


In Chicago and suburbs, Sunday Tribune families own 72% 
of all television sets. Daily Tribune families own 49%. 

Responsive readers of the Tribune not only buy most of 
the TV sets, they also buy most of the hi-fi’s, most of the 
radios— most of all the appliances sold. 

And here’s why. 75% of the families—those in the middle 
and high income groups—account for 79% of all television 
set sales in Chicago and suburbs. And among these better- 
able-to-buy families, 74% read the Sunday Tribune; 53% 
read the Daily Tribune. Even among low income families, 


the Tribune gives you a greater coverage than any other 
Chicago newspaper. 

Because it reaches the families who buy the most, the 
Tribune closes more sales than any other medium in the 
Chicago market. That’s why manufacturers and distributors 
spend more to advertise appliances in the Tribune than in 
any other Chicago newspaper. 

If you’re spending advertising dollars to sell appliances in 
Chicago, why not put the powerful force of the Tribune to 
work for you? 


More readers.. More aqvertisers...more results- 


The Tribune gets em iin Chicago! 
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NEWSMAKERS JS MONEY-MAKERS 


Now —after you have reviewed all the new TV, 
Stereo and Radio lines—you can be surer than ever 


RCA VICTOR 


will be your greatest 


NEWSMAKERS 
MONEY-MAKERS 


NEW BLACK-AND-WHITE AND COLOR TV 
—with the biggest advances since TV was conceived 


NEW STEREO HIGH FIDELITY 
—including world’s first Tape Cartridge Player/Recorder 


NEW FESTIVAL OF NEWSMAKING VALUES 
—highlighting the mightiest promotional program in RCA Victor History 


Turn here for the biggest newsmaking . . . money-making story in the industry — 
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pomeee, MONEY-MAKERS 


RCA VICTOR BRINGS YOU THE 


TV THAT RISES OUT OF A TABLE—PROGRAMMER 
STEREO HI-Fl AND AM-FM RADIO 


Here are the features that make Newsmaker TV the 
only TV that’s got it all! 





Self-programmer. Pick your favorite programs in advance and your 
TV remembers to tune them in for up to 12 hours. 

Thin Twins with remote control. Miniature transistorized wireless 
unit controls your set from across the room. 

TV with matching stereo. A real profit pair by RCA Victor— 
3-speaker High Fidelity Sound System in TV acts as second speaker in 
stereo system. 

Home entertainment center. A single unit that has everything— 
it’s a TV, a fine stereo high fidelity set, a stereo AM-FM radio! 
Color TV. New improved “Living Color” is better than ever—and 
this year, there are more color shows than ever before! 

25% brighter picture. New hi-power chassis plus RCA Silverama 
aluminized tube give pictures extra sharpness and sparkle. 

New “Duo-Cone” speaker. Like two speakers in one—gives extended The er Table TV with the first 5-function remote control wor 
high-frequency response and room-filling sound. aire 0 eg oT site diks:.6 ename 
Electronic fine tuning. Set your RCA Victor fine tuning control 

just once for each VHF channel—and then forget it. 

Tube guard cuts tube-killing power blast when set is turned on— 
every tube (including picture tube) lasts longer. 





The Abbott. Handsome table model Color TV with remote control. 
Easiest tuning ever. 210-CTR-84, 260 sq. in. picture, 1 finish. 











The Hillsborough—Hideaway TV—world’s first TV that rises 
out of a living room table. Automatic Channel Equalizer, ‘‘One-Set”” 


electronic fine tuning. N202, 262 sq. in. picture, walnut veneers 
and solids, 
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Serre MONEY-MAKERS 


ONLY TV THAT’S GOT IT ALL! 


TV THAT TUNES ITSELF—TV WITH 
—TV WITH “COMPLETE-OFF” REMOTE CONTROL! 


————S 


The Debonair Tote-Able. Totes easily almost 
anywhere. Has big set performance, slim “Veri- 
Thin” cabinetry. 170-T-08, 156 sq. in. picture, 
4 finishes. 








The Fairfield top-fidelity TV gives room-filling | The Rockland. All-in-one home entertainment 
sound with one speaker in front, one around the center: big-size TV, stereo AM-FM radio, stereo 
corner. 210-K-35, 262 sq. in. picture, 2 finishes. hi-fi phonograph. 240-KV-77, 332 sq. in. picture. 








The Programmer—first TV that lets you pick The Petite Sportable TV with remote control 
your shows, then automatically tunes in—for up that turns picture on, off, changes channels. 
to 12 hours. 210-KA-46, 262 sq. in. picture, 170-PR-10, 156 sq. in. picture, 2 finishes. 

2 finishes. 











And this is only the beginning. Now turn the page for more Newsmakers ... Money-Makers.. . 
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— MONEY-MAKERS 


RCA VICTOR BRINGS YOU STEREO WITH EVERY 
CONTROL, PUSH BUTTONS, VISUAL BALANCE, 


RCA Victor stereo has the components your 


customers want—in cabinets that fit their homes 


Power up to 87 watts. Vastly stepped-up power in every set! RCA 
Victor dual amplifier provides all the power your customers will 
ever need. 

Stereo remote control. A low-cost, easy-to-demonstrate extra. Lets 
your customers balance stereo sound from where they sit, turn sound 
on, off. 

Visual balance control enables listeners to obtain maximum stereo 
effect quickly, easily with just one knob adjustment. 

Stereo AM-FM radio allows you to hear separate AM and FM 
broadcasts—or tune in AM-FM stereocasts. 

Push-button tuning on The Mark IV and The Mark VIII gives you 
finger-tip control over 8 functions on these sets. 

And these great “plusses,” too: Diamond stylus - ‘Panoramic 
Sound” + 4-speed record changer + Master control panel + Separate 
bass and treble controls + Dual loudness control + Stereo tape jack - 
Twin ceramic pickup. 


the Mark XXVID all-in-one stereo system with diamond stylus. 
ipanion speaker “snaps off” front. 15 watts. 4 speakers. 2-tone 


imulated leather. (PF26D) 








The Mark VIII complete 2-in-] stereo system with 6 speakers, 
58 watts, remote control, push-button tuning, visual balance. Left 
speaker swings out for full-range stereo. 3 finishes. (TPR8) 





The Mark XVI 3-unit stereo with 12” speaker in “Victrola” — 
plus 2 speakers in each small unit. 87 watts. Remote control. 


3 finishes. (PS16) 
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newsuancns MONEY-MAKERS 


FEATURE YOUR CUSTOMERS WANT—REMOTE 
SWING-OUT SPEAKERS, STEREO AM-FM RADIO 





The Mark XXII 2-in-1 stereo has matching TV (The Montgomery). The Mark XXIII consolette with 3 speakers, 17 watts, single-knob 
1 speakers, 24 watts. 3 finishes. (PM22) balance control, diamond stylus. 4 finishes. (PD23) 








. and the first major break-through in 
recorded sound: the Stereo Tape Cartridge 
Player/Recorder. Gives you the lifetime fidelity of 
tape for little more than the price of records. You 
can record as well as play in stereo or monaural 
high fidelity on superstrong MYLAR tape. No 
threading, rewinding or fussing—tape clicks in easy 
as a record. Push-buttons, two microphones, 3 
speakers, 17-watt dual amplifier, two transistorized 
pre-amplifiers, 4-track tape transport. For stereo, 
simply add 2nd speaker. In charcoal-and-white. 
Model SCP2. 











You’ve seen the Newsmakers... now read how RCA Victor backs you with a newsmaking promotion... 
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en MONEY-MAKERS 


RCA Victor brings you the first major fall promotion that 


FESTIVAL*NEWS 


Offer your customers big savings on 3 Newsmaker TV’s—a record 
library with Stereo Hi-Fi and matching record cabinet—a gift kit with the 


most popular transistor portable radio—and a collector’s-album record 
package at less than half price. 


It’s a new idea from RCA Victor—a sensational fall promotion, starting October 1, that calls your customers’ attention 
to the extra value of the full Newsmaker TV, Stereo and Radio lines. 











Value 43. The Bridgeport, big 24-inch picture (332 sq. in.) with 25% 


Value #4. The Winslow, “Living Color” console TV with 260 sq. in. 
brighter picture, balanced fidelity sound. Model 240-K-48, 3 finishes. 


picture. Receives in color and black-and-white. 210-CK-87, 3 finishes. 





heme 








SEE YOUR RCA VICTOR TV —STEREO 
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—, * MONEY-MAKERS 


helps you cash in immediately on the new line introductions — 


MAKING VALUES! 





Value #1. The Mark XXIIID, matching record cabinet and library of Value #2. The Ashland, console TV that swivels—with 260 sq. in. 
choice RCA Victor records. A complete 2-in-] stereo high fidelity system picture, greater contrast. Model 210-K-31, 4 finishes. 
with 4 speakers. Model PM23D. Record cabinet, Model RSC23. Both 


“Victrola’’® stereo and cabinet in 4 finishes. 











OU as 
YEARS a 











Value #5. Transistor gift kit featuring The Rio, with exclusive ‘“High-T” Value #6. $9.98 record value—only $3.98, RCA Victor alone can bring 
circuit, “Golden Throat” tone, “impac’’® case. Model T1, 3 finishes. Gift this treasure chest of 30 collectors’ items! The world’s greatest artists in 
kit includes: carrying case, earphone attachment, 3 batteries. their most sublime performances. 








—RECORD DISTRIBUTOR FOR COMPLETE DETAILS 


In addition, RCA Victor will be backing you with the fastest moving, hardest hitting advertising program in its history .. . 
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iiidlneains Wy MONEY-MAKERS 


NEWSMAKERS IN MAGAZINES! 

















Before you leave... 1B) svvune innovarions: 
*> 


) for a Demonstra Dy) 


‘ TV THA 


Bight See 
Styling tees That 
Mabe TV Look Ite 
Best Anremers 








Maw Chacan Wink Cidality “Ul 


NEWSMAKERS AT POINT-OF-SALE! 


RCA VICTOR'S NEWSMAKERS WILL BE THE 
BIG NEWS IN EVERY HOME IN YOUR AREA! 


There’s never been a line like the RCA Victor Newsmaker line! 
And there’s never been ad and promotion support as heavy, as 
consistent, as complete as this! A storeful of banners, displays, 


countercards and selling aids! Page after hard-hitting page of maga- 
zine advertising! A saturation schedule of network radio com- 


mercials! And feature-packed TV commercials on exciting new TV 
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shows. They’re all more reasons why RCA Victor’s Newsmakers will 
be your big money-makers all year long! 


Specifications subject to change without notice. ®RCA trademark for record and tape players. 
@ . RADIO CORPORATION OF AMERICA 


Tris) ® 
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hew products 


WESTINGHOUSE (cont'd) 


mat models include multi-speed 
agitator, triple rinse, self cleaning, 
10-lb. capacity, full-fill water con- 
trol, silent watchman. control to 
stop motor if overloaded. Dryer 
features include 20 lb. damp clothes 
capacity; operation on 115- or 230- 
volts; 5400 watt element on 115/ 
230 volts; door safety switch, inte- 
rior light, recessed top work sur- 
face; connections recessed in rear 
for flush installation against wall. 
Westinghouse Electric Corp., Mans- 
field, O. 


Philco “‘Duomatic’’ CE-700 


Philco 


A new flush-top “Duomatic” 
combination washer-dryer designed 
for installation in a line of cabinets 
is announced by Philco; also, 5 new 
“Automagic” automatic washers 
and 5 clothes dryers (electric of 
gas) are announced. 

CE-700, newest addition to Phil- 
co’s combinations, has a flush top 
(all controls mounted on front pan- 
el), which makes it possible to run 
counter-top backsplash trim across 
top of combination, permitting full 
custom appearance; CE-700 incor- 
porates all basic features of cus- 
tom and deluxe models and is iden- 
tical in size, 26% in width; 36-in. 
high, 26%-in. deep, equipped with 
“rhythm spin” cycle which auto- 
matically positions clothes for 
safe, thorough water extraction; 
tub spins, then coasts, to distribute 
wash load and position clothes to 
prevent stretching and pulling. 
Custom and deluxe “Duomatics” 
have 8-lb. wash load capacity; 
available with gas or electric dry 
operation; gas models have 18,000 
Btu; electrics 3600 watts; electrics 
have condensate system does not re- 
quire outside venting. 

Custom “Duomatic,” No. 704, has 
automatic, delayed liquid dispenser 
which injects bleach or rinse con- 
ditioner at right time; dispenser 
mixes liquid bleach with water, in- 
jects it a few minutes after wash 
cycle has started; located on control 
panel, it pulls out for each filling. 
Dryer settings for No. 704 are 
Superfast, Wash-n-wear, or air 
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Philco ‘‘Automagic’ washer 


fluff; low heat, high airflow dries 
clothes fluffier; deluxe “Duomatic,” 
No. 702, has similar control panel. 

Five “Automagic” washers and 
dryers include W-208 custom wash- 
er with 6 single single-set push- 
button fabric cycle control in addi- 
tion to automatic soak cycle; 5- 
cycle pushbutton control for: col- 
orfast cottons; non-colorfast cot- 
tons; colorfast wash-n-wear; non- 
colorfast wash-n-wear and _ spe- 
cials, such as woolens and silk. A 
push of proper button provides 
correct water temperature for 
wash, rinse, wash time, spin speed 
and wash speed cycle and also au- 
tomatically starts washer. 

“Automagics” have 10 lb. capac- 
ity “Ball point balance” “triple 
duty filter-dispenser” 5 “Auto- 
magic” dryers in gas or electric 
match “Automagic” washers; cus- 
tom model has “Moisture Measure” 
which automatically dries clothes 
to preselected degree of dryness 
from damp-dry to fold-dry; all 
“Automagic” dryers have “criss- 
cross” tumbling action. Philco 
Corp., C and Tioga Sts., Philadel- 
phia, Pa. 


Norge Top washer model AW-562 


Norge 


Five basic automatic washers 
and 4 automatic clothes dryers in 
gas or electricity make up Norge 
1960 laundry line. 

Top “Dispensomat” No. AW-562 
(AWS-562 with suds return) auto- 
matically adds desired amount 
powdered or liquid detergents, wa- 
ter conditioners, fabric softeners, 
dry or liquid bleaches to wash and 
rinse water diluted at right time 


1959 


LAUNDRY LINES  contTINUED 


during cycle. Other features in- 
clude a fabric guide with washable 
fabrics and articles and letters in- 
dicating proper setting for 8 types 
of loads; with single control user 
dials letter to obtain recommended 
speeds and temperatures, sets timer 
control to corresponding letter and 
turns machine on. 

AW-462 (AWS-462 with suds 
return) has 5-position water tem- 
perature control and special wash- 
n-wear cycle; cool-down wash is 
achieved by bringing fresh cold 
water into tub before wash water 
is spun out, reducing wrinkles. 

AW-262 has 2-cycle “Time Line” 
control for preselection of normal 
wash with normal spin or slow 
wash and slow spin. AW-361 and 
and AW-261 with dual-cycle rotary 
timer and water temperature selec- 
tor respectively, round out line. All 
models have dual-cycle action; 
wave-action agitator with “ball 
point edge” vanes for washability 
from top to bottom of tub; lint 
filter snaps onto top of agitator; 
all have 10 lb. clothes capacity and 
cabinets guaranteed against rust; 


2 a BE 
Norge clothes dryer with sprinkler 
re-designed washer basket makes 
it larger in diameter to hold addi- 
tional clothes capacity without in- 
creasing overall cabinet dimen- 
sions; square-look styling. Top 4 
models have backguards supported 
on 2 die cast pedestals to provide 
“floating backguard” for easier 
cleaning; color styled controls in 
brown and beige. 

Top feature of Norge 1960 gas 
or electric dryers is an automatic 
clothes dryer built into cabinet 
top; sprinkler unit has a lid with 
recommended quantities of water 
for various loads of dry clothes— 
water runs through tubing and 
sprays a pattern of dampness on 
clothes after they have been dried. 
This feature is found in DG/DE- 
560 and DG/DE-460; other fea- 
tures in these models are 4-way 
drying 3-position Hamper-Dor; 
push-button door switch. 

DE/DG 360 has drying cycle for 
wash-n-wear model; DE/DG-260 
provides 4-way drying. Other fea- 
tures in all models are large cylin- 
der opening; 21-in. fan; drying 
heats range as low as 110 deg. F. 

Price, washers from $299.95 to 
$199.95; dryers from $219.95 to 
$159.95; (gas $30 higher). Norge 
Div., Borg-Warner Corp., Merchan- 
dise Mart Plaza, Chicago, 54, Iil. 


Sunbeam can opener 64S 
Subeam Housewares 


A new electric can opener, hair 
dryer, and 2 restyled irons are in- 
troduced by Sunbeam. 

Feature of the can opener is its 
compact size; comes in 2 types: 
wall (No. 64) or portable stand 64S 
models; has fingertip, single control 
action; easily opens any can; flip- 
up magnetic lid holder. ~ 

Deluxe Lady Sunbeam hair dryer 


ee 
Sunbeam hair dryer HD-3 
is an addition to the present line of 
hair dryers and features more con- 
venience, portability and perform- 
ance; cap and tube are stored in 
unit itself; user lifts sliding door of 
compact case and unit is ready for 
use; carrying handle built into top; 
new high speed motor gives more 
air flow; fiberglas filter provides 
dustproof air; heat control for hot, 
medium, warm or cool air. 


Sunk dant 





d $5 steam-dry iron 

Redesigned steam-or-dry iron has 
1100-watt heating element; weighs 
3 Ibs; has 30 sq. in. ironing surface; 
easy-to-see, easy-to-set steam or 
dry control button in handle; stain- 
less steel water tank holds 7% oz. 

Ironmaster dry iron available as 
No. A-11A 2 lbs. and A-12A 8% 
lbs.; gets hot in 20 secs.; aluminum 
alloy soleplate; button nooks; 
thumb-tip control; 1250 watts. 

Prices, can opener $23.95 with 
wallplate; $25.95 with portable 
stand; hair dryer, $31.95; Sunbeam 
Corp., Chicago, 50, Tl. 
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SELL celiet trom 


winter's desert-dry 


indoor air 


SELL 


the new, 
high capacity, 
automatic 


® 
cD ; 
PORTABLE HUMIDIFIER 

A vast market of customers seek relief every heating season from 
the discomfort and damaging, unhealthful effects of super-dry in- 
door air. Here’s your profit opportunity...and Aprilaire Portable 
Humidifier...a high capacity unit (up to 4.3 gallons per hour)... 
with optional humidistat for constant, accurate control. Plus—an 
exclusive Aprilaire sales feature—the removal of up to 70% of the 
bacteria circulating through the unit—an additional health benefit. 
Sell health and comfort this season, with Aprilaire, the quality 


humidifier with the attractive profit picture. It’s nationally adver- 
tised, pre-sold for you. Write for information. 


RESEARCH PRODUCTS 
Dept. 99, Madison 1, Wisconsin 





. «+ Insist on 


SPECIAL 
CLEANING AIDS 


THE ORIGINAL 


$sST/ 
STEAM IRON 


CLEANER 
and Scale Remover 


© Removes clogging scale, 
gives more steam 
© Cuts ironing time 
am * CLEANS SHOWER HEADS. 
Vee Get full flow of water 
IEEE) 5 Wow ite for KETTLES, 
VAPORIZERS, STERILIZERS. 


Giant 9 07. Bottle $1.00 








COFFEEMAKER 
ond Plasticware 
CLEANER 


TWIN PURPOSE LIQUID — 
fo dissolving, rubbing, scrubbing 
1. WASHES AWAY STAINS 
& OILS from COFFEEMAKER 
2. REMOVES ALL STAINS 
FROM PORES OF PLASTIC- 
WARE - Cleans & sanitizes 
(Guaranteed not to discolor aluminum) 
Gant 9 or Bottle $1.69 
FAST CHEMICAL PRODUCTS CORP 


Yonkers NY 





148 





ONE MAN Safely Delivers 
800 LB. LOAD 


WHEELS SWING FORWARD 
FOR LOADING 
BACKWARD TO BALANCE LOAD 


Slides Upstairs 
Downstairs 


YOU INCREASE NET PROFITS 
by cutting delivery costs 
with Easload Appliance 
Trucks. One man easily 
and safely does the work 
of two with Easload, the 
only truck that takes the 
weight off the man and 
balances it on retractable 
wheels. 


The welded steel frame 

has protective rubber pads 

on the load side and tubular slide runners 
on the back. Heavy web belt and positive 
ratchet-type cincher secure appliance on 
truck. Load balances on large ball-bearing 
wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading. 


ON MONEY-BACK GUARANTEE of satisfaction 
order Easload today (FOB L.A.) only $57.50. 


Colson Equipment & Supply Co. 


1317 Willow Street, Los Angeles 13, Calif. 


in and Out 
of Trucks 


new products 


G-E Food warmer No. D-1! 


G-E Food Warmer 


This automatic baby food warm- 
er heats baby foods keep them warm 
through feeding; 3 compartments, 
each holds jar of strained baby food; 
food heated to feeding temperature 
from 7-to-10 min.; indicator light on 
removable connector goes off when 
food nears right temperature; ther- 
mostat keeps dish at right tempera- 
ture when cord is disconnected a 
sealed-in warmth keeps food ap- 
petizing for more than %-hr.; 
equipped with carrying handles a 
firm suction bottom to prevent tips 
or spills; completely immersible 
when 6-ft cord and connector re- 
moved; pink or blue and white 
with decorations on each section of 
melamine plastic unit; 200 watts; 
115 volts; a.c. only. 

Price, $14.95. General Electric 
Co., Automatic Blanket and Fan 
Dept., Bridgeport, Conn. 


lfy . 

AJ fh, Uy, 

AAs 
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Salton “Smorgasbord’”’ Hotray 


Salton Hotrays 


“Smorgasbord” Hotray is 9% x 
52-in. for “Smorgasbord” style 
food service; satin-silver finished 
aluminum frame solid walnut han- 
dies; shatterproof radiant glass 
heating area, 9 x 48-in.; thermo- 
statically controlled from room 
temperature to 265 degs. F.; 750 
watts, 115 volts, a.c. 

Another new Hotray item is the 
Plexiglas Hotray cover which at- 
taches easily to Hotray and is 
hinged at back; a solid walnut han- 
dle matches Hotray; retains maxi- 
mum moisture over long periods, 
also protects against dust when 
serving out doors. 

Price, “Smorgasbord”, $59.50; 
flexiglas Hotray, $9.95. Salton 
Mfg. Co., Inc. 519 E. 72 St., New 
York, N. Y. 


Salton Hotray cover 


# 


Rival “Can-o-Matic Aristocrat’’ 


Rival Can Opener 


Can-O-Matic No. 760, 1s a triple- 
purpose unit, serving as an auto- 
matic can opener, a clock and a 
timer; the triple-plated chrome can 
opener has white molded case; re- 
movable magnet; nylon lined cut- 
ting wheel; self-starting electric 
clock and signal timer; heavy-duty 
diecast motor mounting; 6-ft. cord; 
a.c. only; 8-in. high, 9-in. wide, 4-in. 
deep; also with black case and 18 k. 
goldplate trim as No. G760. 

Price, $34.95. Rival Mfg. Co., 36th 
& Bennington, Kansas City 29, Mo. 


BVI can opener line 


BVI Can Opener 
& Humidifier 


A complete line of electric can 
openers and a portable humidifier 
are announced by BVI. 

Can opener line includes 2 new 
lower-priced models bringing line 
up to 3: Deluxe N-553; new N-551, 
a combination wall-or-counter mod- 
el; and the N-550 counter model. 

Deluxe has die cast aluminum 


e 
7 ue 


BVI humidifier H-901 


housing in 4 colors; 2 new lower- 
priced units, are different in ap- 
pearance of white thermoplastic 
housing all have automatic shut-off, 
1-touch fingertip control. 

Portable humidifier can place up 
to 3 gal. water into atmosphere in 
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MOTOROLA’ 


Authentic 3-channe 


3 separate amplifiers. na just 100) 
3 separate speaker systems (ne jus: 10) 


Captures the ultimate in sound 


from standard stereo records. HOW MOTOROLA'S 3-CHANNEL SYSTEM 
Superior to any other system. The only method of 
playing stereo records that produces a remarkable new 
3-dimensional effect of stereophonic sound everywhere 


in the room .. . ““wall-to-wall’’ . . . even in the corners. 


Exclusive New Golden Audio Separator. An ingen- 
ious device that separates the high- and mid-range fre- 
quencies of each channel from the lows. Then blends 
low-frequency notes from both channels into an inde- 
pendent third channel. It protects against intermodula- 
tion distortion that lessens stereo effect (so common in 
ordinary stereo sets), caused by low notes feeding into 
high-frequency speakers and vice versa. 


GOLDEN AUDIO 
SEPARATOR 


3 Separate Amplifiers (not just two) with up to 80 
watts of peak power. Up to 20 watts for each right and 
left channel. 40 watts for bass in center. Amplifiers in- 
troduce new sound separation, direction and fullness 
across entire frequency range. 


HIGH—AND 
MID-RANGE 
SPEAKERS 


HIGH—AND 
MID-RANGE 


SPEAKERS 
3 Separate Speaker Systems (not just two). Up to 7 


electronically matched and balanced speakers to cover 
entire audible frequency range from 30 to 20,000 cps. 














EXCLUSIVE! 
Single cabinet consoles 


No premium prices for Motorola’s premium sound 
and styling. Handsome Model SK24 sells for only 
$269.95*. ‘Comparable’ 2-channel competitive 
sets going for $75 to $100 more offer nowhere near 
the sound of Motorola’s advanced 3-channel sys- 
tem nor any of its imaginative styling. 
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EXCLUSIVE! 3-channel stereo 
hi-fi portable 


Worthy 3-channel successor to Motorola’s famous 
portable model that last year sold more sets than 
most competitors did with their complete line. 
Regal-looking gold-fabric covering and gold ap- 
pointments. 34 watts of power. 5 controls. 5 speak- 
ers with detachable speaker wings. Model SH18. 


EXCLUSIVE! Space-saving cabinet 
with swing-out speaker-doors. 


Complete 3-Channel Stereo Hi-Fi in a compact 
cabinet only 36 inches wide. Closed, it passes for a 
lovely contemporary sideboard. Open, speaker 
area zooms out to a full 6 feet (widest single con- 
sole made). No wires, hinges carry the circuitry 
to the speakers in the doors. Model SK29. 


NEW PROVE-IT-YOURSELF PADDLE DEMONSTRATOR lets customers 
sell themselves on the sound superiority of Motorola 3-Channel Stereo Hi-Fi. 
With the Paddle’s 3-switch system they can actually hear the overwhelming dif- 
ference between a single channel of sound, or two channel stereo, as compared to the 
sound realism of Motorola’s authentic 3-Channel Stereo Hi-Fi. 
Phone your Motorola Distributor today. 


SEPTEMBER, 
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Stereo High Fidelity 


DECLARATION . ..a contemporary series by Drexel is styled in Early American Shaker simplicity. 


EXCLUSIVE! Multiple 
cabinet console 


Flexibility of 3 separate cabinets. Plus the ampli- 
fication (80 watts) and number of speakers (7) to 
fill the largest room with “wall-to-wall sound”. 
Grouped together, 3 cabinets integrate with over- 
all styling of a single console. Extended, they 
become pleasant accent pieces. Model SK31. 


OMOTOROLA 
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EXCLUSIVE! Cabinets by Drexel® to match 
its popular furniture groupings. 


Dealer and customer acceptance of Drexel styling 
for Motorola Stereo Hi-Fi has been overwhelming. 
And you can see why. This year these Drexel 
cabinets are more beautiful, more luxurious than 
ever. Completely re-designed to introduce 
Motorola’s authentic 3-Channel Stereo Hi-Fi. 


Latest popular grouping addition ... PROFILE 
(shown left) . . . a functional, liveable series by 
Drexel. TOURAINE (shown right) . . . French 
Provincial styling features clever speaker-doors 
that swing out from sides of cabinet when set is in 
use... swing back out of sight when not needed. 


COMTIDENCR 


ae 
NAMES 


SATISFACTION 


REG. PENDING 


*SUGGESTED RETAIL PRICES. PRICES AND SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE 
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WHY IS IT IMPORTANT TO YOU THAT 
PROCTOR IS THE RECOGNIZED 
“SPECIALIST” IN TOP QUALITY 

IRONS AND TOASTERS? 


PROCTOR 


as a specialist —with all the techniques 
and facilities for low cost production— 


QUESTIGN: 


for smaller 
dealers 


ANSWER: 


for smaller 
dealers 


IS THE ONLY FAMOUS BRAND 
WITH A REAL PROFIT PROGRAM 
EXCLUSIVELY FOR SMALLER DEALERS 


Proctor keeps smaller dealers “competitive” even at today’s discount prices! 





More small dealers, more large dealers, 
more distributors, in every class of trade, are 


buying and selling more Proctor products 





Guaranteed 


then ever before ... with profit! Remember, too, 
5 years! 














that Proctor Irons and Toasters are the best 
advertised in America. So — now’s the time to get your share of 


Proctor profits ... buy now for the peak selling season just ahead. 


® Call, write or wire collect to your PROCTOR distributor .. . or 
Proctor Electric Co.; 700 W. Tabor Rd., Phila. 20, Pa. »* GL 5-8500 


New Products 


B.V.1. (con’t.) 

24-hrs.; mechanical separator type 
unit with positive discharge prin- 
ciple; molded charcoal and beige 
polypropolene plastic; satin-fin- 
ished anodized aluminum handles 
and motor. 

Price, N-551, combination wall- 
or-counter model, $21.95; N-550 
counter model, $19.95; humidifier, 
$34.95. Burgess Vibrocrafters, Inc., 
Grayslake, Ill. 


Sa eee | 
hasta sit | 


Fresh‘nd-Aire Radar-Ray heater 


Fresh’nd-Aire 
Heaters 


Two new heaters are announced 
by Fresh’nd-Aire: 

Radar-Ray, HD-509, an oscillat- 
ing beam heater features 2 glass- 
enclosed elements and 2 chrome- 
plated parabolic reflectors that os- 
cillate up and down, beaming heat 
into all parts of room similar to 
sweep-scope of a radar transmitter 
or the beam of a searchlight; this 
oscillating feature can be stopped 
to provide stationary radiant heat 
also; other features include push- 
button operation; temperature con- 
trol; automatic thermostat; safety 
tip-over switch; luggage-type fold- 
ing handle; mocha brown metallic 
baked enamel with goldplated grill; 
1320 or 1650 watt a.c. 

Ribbon-Ray heater H3-159 fea- 
tures a reflector design that directs 
vertical current of warm air into 
room as well as moving heat 
straight ahead; front safety grill, 
snapdown handle, rubber feet; an- 
tique white and beige, front-posi- 
tioned on-off switch. 

Price, Radar-Ray, $49.95; Ribbon- 
Ray, $14.95 Fresh’nd-Aire Co., Divi- 
sion, Cory Corp., 3200 W. Peterson 
Ave., Chicago, 45, Ill. 


Fresh‘nd-Aire Ribbon-Ray heater 
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NVvOTO-MOWER 
SNOW-THROWER 


SUGGESTED 
LIST PRICE 





REVERSIBLE CHUTE THROWS 
SNOW UP TO 16 FEET 
TO RIGHT OR LEFT! 


Look at This Line-up 

of Selling Features 

® Cuts a full 15” path wherever operator can 
go. Throws snow up to 16’. 


Removes heavy snow...even when packed. 
Clears walks, driveways, even parking lots. 


Convenient 3-position front wheel height 
adjustment. 


THE HOTTEST COLD WEATHER 
handle throws snow ether right or left PROFIT MAKER YOU'VE EVER SOLD 


Selective engine speed control conven- P ’ 
iently located on sturdy, loop-ty pe chrome Here’s the most versatile snow remover ever built . . . 


Reversible chute controlled by lever at 


heudie backed by the Moto-Mower name and reputation 
aig. 3 ; . for quality. It’s sturdy, powerful . . . scientifically 
Big 3% h.p. 4 eyele Engine with Cast Iron ; YI 4 


> 2 designed by automotive-trained engineers to chew 
Cylinder Sleeve. Recoil starter on engine. © 7 © 


into the toughest packed snow . . . wet slushy snow 
Heavy-duty 8” diamond tread tires for 


wn? and dry snow are handled with ease. Every one who 
extra traction, easy handling. 


owns—or needs—a snow shovel is a prospect. Place 
Rugged, dependable, chain-drivenimpeller. your order now . . . pile up extra profits this winter. 


SEE YOUR DISTRIBUTOR—OR WRITE FOR COMPLETE INFORMATION 
Visit Our Booth 743 « National Hardware Show « September 25— October 2 


MOTO-MOWER, Inc. RICHMOND, INDIANA 
SUBSIDIARY OF DURA CORPORATION (FORMERLY DETROIT HARVESTER COMPANY) 








nh 4.9 


a 4 





MADE BY AMERICAN CRAT 


MADE WITH GUARANTEEI 
QUALITY AMERICAN -¢ 


The Comet Mode! Y2009—in Dove Grey 


TRANSISTORS 


at a price your customers would expect to pay for aT 


Dollar for dollar, here’s America’s greatest radio value! No inferior foreign 


import parts in this all-American-made radio. Admiral refuses to compromise 


with quality. Yet now Admiral alone gives you the price that opens the door 


to real volume and profits in transistor radios. Admiral gives you quality 


that can’t be matched at a price that can’t be touched! An Admiral triumph 


for the Dealers of America! Call your Admiral distributor now! 


EXTRA QUALITY FEATURES THAT BEAT THEM ALL! 


e 5 year warranty on Admiral's famous 
etched circuit board —the heart of the radio. 
Highest quality, most rugged circuitry in the 
world from the pioneer and leader in etched 
circuitry. @ 7 perfectly matched transistors 
plus 2 diodes @ Powerful alnico 5 PM speaker 
acoustically matched to the cabinet. @ Push- 
pull class "B" audio output circuit. Highly 
efficient, more costly circuit is combined with 


special matched audio transistors for high 
level undistorted output— even outdoors. 
e Long distance superheterodyne circuit @ 
Automatic volume control @ Built-in ferro- 
scope antenna @ Rugged non-breakable 
case, with colors molded clear through cabi- 
net @ 400 hour battery life @ Plays in trains, 
planes & cars anywhere @ Special new gift 
pack available. Optional extra. 
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Models 
Y2011, 12, 13 


In Reef Coral, Starlight 
Black, and Pearl White. 


Plus Features: 


Combination carrying handle and stand. 
Exclusive Battery Miser—doubles life of 
Penlite batteries. Earphone plug in jack. 
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Fos up 10 1/2 hour 
oe moving each appliance 


tkeYEATS appliance dolly 


ideal for moving: 


4” Yeats tough, yet featherweight, alu- 
Youngs" minum alloy frame is felt padded in 
Weight 36 Ibs. front — has smooth runners in back 

that allow handlers to ease the 

heaviest loads over truck tailgates. 

Patented strap ratchet grips appli- 

ance vise tight without marring in 30 

seconds or less. This on-in-a-flash 

loading plus on-a-dime wheel pivot- 
ing on stair landings and in other 
close quarters . . . save costly labor 
time on every appliance delivery. 

You'll find a YEATS dolly more than 

pays for itself! See your dealer or 

write direct! 


CATERPILLAR STEP GLIDE 


Endiess rubber belts glide heavy loads 
ever stairs without marring . . . end second 
story delivery problems. Curved cross 
members on frame fit rounded appliances. 


YEATS “Sverlace” COVERS & PADS 


YEATS semi-fitted covers are 

of tough water repellant 
fabric with adjustable web 
straps and soft, scratchless 
white flannel liners. All shapes 
ond sizes—Write. 


SEND postcard for full information 
@n our complete line TODAY! 


Refrigerator Cover 


dolly 


sales company 
MILWAUKEE 5, WISCONSIN 





2127 N. 12th Se. 


Everywhere you turn 
more people are buying 


MORE WAHL 


HOME BARBER PRODUCTS 


No other ‘‘one source’ offers more 
quality or more variety in 
products used daily by American 
families everywhere! Hair 
clippers, electric vibrators, 
combs, shears, knife/shear 
sharpeners, hair dryers 
complete Home Barber Kits 
in any assortment. Wahl 
offers the most! Wahl 
offers the best! 


HERE'S YOUR 
CHANCE TO 
E CASH-IN 
MAIL 
5 COUPON 
NOW; 


WAHL CLIPPER CORP., DEPT. EM-9, Sterling, Ill. 


send full particulars and prices on 


the popular 
home barber line. 











new product 


Presto portable oven 


Presto Oven 


Presto announces a new portable 
Presto Control Master oven. Large 
enough to bake full-size pie and 
layer cakes; cooks roasts, biscuits, 
rolls, pizza or may be used as 
warming oven; accurate controlled 
heat up to 450 degs provided by 
Presto Control Master detachable 
control. Operates from any conve- 
nient outlet; on patio, porch or 
kitchen; 1400 watts, 115 volts, a.c.; 
immersible for easy washing. 

Price, $24.95; Control Master 
available at $6.95. National Presto 
Industries, Inc., Eau Claire, Wis. 


Cory portable mixer DDM 


Cory Mixers 
and Percolator 


Cory enters portable mixer field 
with Crown Jewel, DDM and Mix- 
All, DEM; and add a new automatic 
percolator, “Patrician”. 

Crown Jewel and Mix-All portable 
mixers are 3-speed, 3-power units 
with “no spatter” beater design; 
chromeplated steel, extra-long 
beaters fit in deepest mixing bowls; 
all operations, including automatic 
beater ejection controlled from 


Cory “Patrician” percolator 


SEPTEMBER, 
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handle; heel rest for adding in- 
gredients; key-slot wall mounting 
attachment; permanently attached 
6-ft. cord. Crown Jewel has white 
polystyrene housing reinforced 
with chrome, and goldtone trim; 
Mix-All charcoal grey white plastic 
housing. 

“Patrician” percolator has 3-to- 
10 cup capacity flavor selector for 
mild, medium or strong brew; au- 
tomatic ready-light indicates when 
coffee is done; cup markings on 
body, also inside coffee basket; 
conventional pouring spout; heat- 
proof plastic handle and base; 
chromeplated body and lid. 

Prices, Crown Jewel mixer, 
$24.95; Mix-All, $21.95; “Patri- 
cian” percolator, $24.95. Cory Corp., 
3200 W. Peterson Ave., Chicago 
45, Til. 


— , 
 &, 
' i 
lona Lev-R-Matic can opener 


lona Can Opener 


Iona “Lev-R-Matic” features a 
handle that also serves as an actu- 
ating lever; portable; will accom- 
modate any size or shape can, even 
large fruit juice cans; weighs 5 lbs.; 
white or turquoise and polished 
chrome. 

Price, $19.95. Ilona Mfg. Co., Man- 
chester, Conn. 


Norelco “Coquette” shaver 


Norelco Shaver 


“Coquette” an all-new Norelco 
shaver for women is shaped like an 
oversize lipstick with 1 rounded end 
serving as shaving surface; French 
perfume scented case has _ been 
added to 5 models: Speedshaver with 
flip-top cleaning; Sportsman, bat- 
tery-powered unit also for men; 
and 2 additional models for women: 
Lady Norelco and Golden Debu- 
tante. 

Operates on a.c. or d.c. and fea- 
tures smooth, quiet, rotary action, 
comes in pink and black travel kit. 

Price, $17.50. North American 
Phillips Co., Inc., 100 E. 42nd St., 
New York, 17, N. Y. 
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New Products 


Dominion can opener No. 2401 





New Dominion monet 1975 
Housewares 


WITH AS-1975 
Dominion introduces a redesigned 
steam and dry iron, an automatic 
can opener, and a new line of fry 
skillets complete with cover. 
Steam-and-dry iron, No. 1080, has 
19 scientifically placed steam jets 








MODEL 360 WITH AS-360 








é 


Dominion steam iron No. 1080 

to provide a blanket of steam over 
entire soleplate; starts steaming al- 
most instantly; steam-presses ray- 
ons, woolens, miracle fabrics and 
dry-irons linens and cottons; flip of 
button switches from steam-to-dry 
and back; weighs 3 lbs; floating cord 
for right or left-hand; formfit 
handle; thumb-rests; fingertip tem- 
perature selector. 

Automatic can opener, No. 2401, 
complete with legs for counter use 
or bracket for wall mounting; opens 
all size and shape cans at touch of 
finger; single lever control grips 
locks, and can; 
press of lever starts cutting action; 
stainless steel cutting wheel rolls 
back edge; magnet lifts and holds 
lid. White plastic chrome trim. 

All 11 and 12-in. fryskillets now 


MODEL 1985 








What is it? Simple: Telectro’s seven scintillating 
models for ’59 have all the most wanted features 
ever built into a tape recorder line! 

They've got stereo — both record and playback, 
they’ve got clean, clear high fidelity, they’ve 

got smart, breathtaking colorful style. 

They've got a price for everyone . .. prices that 
draw like a magnet. They’ve got BUILT IN 
EASY SELL...to make them the most- 
wanted, the easiest selling tape recorders 

ever to hit the market! 


MODEL 1965 


TELECTRO 
has It... 


punctures opens 


MODEL 1975 MODEL 1965 


Dominion fry-skillet 


come complete with new high-dome 
vented cover, also complete with 
handy french fry basket; raised 
ring prevents foods sticking. 
Price, 3% and 4-qt. detachable- 
heat-control, $19.95, $23.95; 4-qt. 
heat control-in-handle, $23.95. Do- 
minion Electric Corp., Mansfield, O. 
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MODEL 400 


nas every 4 track and 2 track stereo 


play and dual track 


al re and 


3% Ips 
tweed-f 


rain case hs 
only 19 Ibs. $119.95 


e in stereo tape 


‘ecords. $289.95 


mon ir 


MODEL 1985 


2 speed monaural record 
and playback. Foolproof 
single knob control. 2 
speaker woofer-tweeter 
hi-fi sound system. Dec 
orator-styled tweed-grain 
Weighs only t case. Weighs only 19 Ibs. 
5,000 in use! $79.95. $99.95. 


speed monaural record 
1 playback. Single knob 
1/play control. Push- 
speed control 
olproof operation 
art decorator 


for balanced high-fidelity stereo sound! 


MODEL 360 


4 track and 2 track stereo 
play. Dual track monaural 
record and monaural play 
3 speeds. 2 speaker 
woofer-tweeter hi-fi sound 
system. Second channel 
preamplifier only. Drama 
tic good looks. $179.95. 


ote Plus a complete line of matched speakers and amplifier-speakers 


MODEL 333 


4 track and 2 track stereo 
play. Dual track monaural 
record and monaural play 
3 speeds. 2 speaker 
wooter-tweeter hi-fi sound 
system. Quality profes 
sional mechanism with 
pushbutton controls 
Breathtaking beauty, 
$219.95. 


MODEL 359 


Monaural version of Model 
333. $164.95. 


Products of Telectrosonic Corporation, 35-18 — 37th Street, Long Island City, N. Y., RA 1-2200. 
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Wee of trademarts MA ond RCA ovitheo 


HERE’S THE DIFFERENCE 
IN REPLACEMENT PARTS 


FSP” replacement parts are 


PACKAGED 


to save you money! 


Easier to handle . easier to store ... . easier to inventory 
packaged Factory Specification Parts for RCA WHIRLPOOL appli- 
ances save you time and money! There’s no more hunting for 
loose parts tossed into an empty container... . 
in the shop or on the job. Also, valuable storage space is saved 
because, with their sturdy packaging, they can be stacked without 
fear of damage. But probably best of all, inside the FSP package 
you have a genuine replacement part. What does this mean? It 
means you save expensive, time-consuming, customer-irritating 
call-backs that take the profit out of the iob! 


IT’S BEST TO BUY FSP 


FSP replacement parts are your best 
buy because they always fit right, 
function better and last longer. 
They’re built to the same specifica- 
tions as the original parts, under 
the same rigid quality controls. See 
your RCA WHIRLPOOL distributor or 
authorized A.P.J.A. parts jobber! 


no more lost time 


Factory Specification Parts for 


Re) Whinlpool APPLIANCES 


meet the toughest specifications in the industry 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


red by trodemerk owner Radio Corporction of America 
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lona “Flexitronic’’ massager FHM-1 


lona Massager 


“Flexitronic”, a heating pad that 
massages is announced by Iona; 
flexible it provides high and low de- 
grees of heat and massage speed, 
also functions independently as 
heating pad or massager; light 
compact; pad, vinyl covered 17 x 
13% in.; control box of molded poly- 
styrene; 110-120 volt a.c. 

Price, $29.95. Ilona Mfg. Co., Man- 
chester, Conn. 


Peel-King’’ peeler 


“Peel-King’’ Peeler 


Designed to fit in a woman’s 
hand, this device can pare, de-eye 
and slice potatoes for French fries; 
pare and slice carrots, turnips, ap- 
ples and cucumbers; shred cabbage 
and lettuce, cube fruit etc. 

Comprised of a vibrator molded 
in plastic case oscillating a blade 
consisting of 3 cutting edges; can- 
not cut operator. Cleveland-De- 
troit Corp., 5400 Brookpark Rd., 
Cleveland, 29, Ohio 


Silv-A-King “’P’tata’’ baker No. 500 


Silv-A-King 
Potato Baker 


Bakes potatoes, apples, heats ba- 
by food, browns rolls, defrosts froz- 


| en foods, restores crispness, warms 


plates etc; chrome finish; 10-in. 
diam.; utility pan included; 340- 


| watts, 115 volts; gift boxed. 


Price, $6.95. International Appli- 
ance Corp., 918-40 Stanley Ave., 


| Brooklyn, 8, N. Y. 


SEPTEMBER, 


new products 


Electra-Maid cleaner No. EB-3 


Electra-Maid 
Cleaner 


Comes complete with 5 attach- 
ments to clean rugs, bare floors, 
furniture, stairs, draperies, radia- 
tors, cars, boats; also demoths- 
deodorizes; converts to a portable 
hand vacuum in seconds; 250 watt, 
a.c.-d.c. motor with dual or twin 
turbines; does the work of a vac- 
uum, carpet sweeper, dust mop, 
broom, upholstery brush without 
extra attachments; replaceable dis- 
posable dust bags; felt attachment 
for floors, revolving brush for rugs. 
Troy Industries, Inc., 135 Marble- 
dale Rd., Tuckahoe, N. Y. 


Nesco ‘‘Gourmet”’ rotisserie-oven 


Nesco 
Rotisserie-Ovens 


Nesco announces 3 newly de- 
signed rotisserie-ovens: Gourmet, 
Deluxe and Standard; heating ele- 
ments and motor-driven, removable 
spit of each operates on 1500 watts, 
115 volts a.c.; fingertip temperature 
setting and 4-hr. automatic timer 
provides heat and forget cookery; 
each holds a 15 lb. turkey or 20-lb 
roast, visible behind see-through 
glass door; all are 22 in. long, 12% 
in. wide, 13% in. high. 

“Gourmet” bakes and roasts as 
well as providing rotisserie cook- 
ing, infra-red broiling, grilling on 
top grill; automatic “fingertip con- 
trol center” sets temperature and 
time, buzzes when meat is done, 
keeps food at serving temperature; 
chrome-finish includes spit, skewers 
clamp-on racks for chops; broiling 
rack, aluminum removable grill with 
grease-well; aluminum broiling and 
dip tray and roasting tray; handle 
for removing trays. 

“Deluxe” features pre-set time 
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“COMPARISON PROVES that 


Quality is more than a claim at Zeni 


ith 
Compare them all wit 


| iH 
Paes — TV 








¢ TRUESDEY, 
txe 4Tive VICE PRESIDEN, 
MARKETING 


bj have Often Said 
Claim at Zenith! 


“omparisons—ang 
What YOu as a 


new Slim Classic TV 
u Power transformer} 


handwireg and 
i ity and fewer 


Stee 


COMPARE Zenith's deluxe Styling—aist; 
New and handsome. 


inCtively 
COMPARE Safety 81ass—Zeniths, is rea 


] &lass, 
COMPARE Zenith's 


Precision d 
Cabinetry Con 


not Plastic) 
ie Cast e 
Struction; 


Scutcheon and 


nly the Slim Classic uses a Zenith 
e Picture tube! 


Classic Portable TV is the 


TURN THE PAGE... 
COMPARE... 

PARE... 

LAR com 


COMPARE.........> 


Very truly yours, 
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NO PLASTIC “2%: NO HOT CHASSIS! NO PRODUCTION 


OMPARE! SEE WHY 
in new OM CLASSIC 


ee Pa oo 
oo 
or 


itr 











| | 





NO PLASTIC! Safety glass is real glass 
—not plastic! 


a SY 


OTT ETT ENTER ENT ET ENE Tt! 


Deluxe metal die cast 
escutcheon styling and precision 
manufacturing detail 


( 
4 


Here’s all-new slim, trim styling. Transformer- 
powered Super H Chassis. Miracle Tube and 
Circuit plus Target Tuner provide outstanding 
reception. New 110° Sunshine Picture Tube. 








Pull-out Dipole antenna. Sound-out-front 
Zenith-quality speaker. Metal cabinet finished 
in parchment gold colored vinyl. The Bahama, 
D1814t, only $209.95*. 





Attractive side-mounted carrying handles blend with design! 


HANDWIRED, HANDCRAFTED CIRCUITRY! 


ALL NEW 
Zenith developed SLIM HORIZONTAL CHASSIS 


e Easier to service e Mounted on rugged metal base 


a ArTnh=s (3 eo e 6. Be 


e Handcrafted chassis e Full power transformer 


NEW Zenith developed 
110° SUNSHINE PICTURE TUBE 


aa VAaeeeel 
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SHORTCUTS! NO SCREWBALL CONSTRUCTION! 


ZENITH QUALITY 


portable TV is best to sell! 


First time ever! 
THE ONE AND ONLY 


SPACE COMMAND’ 


IN SLIM PORTABLE TV 


Just touch a button. Now Zenith 
Space Command remote control tunes 
portable TV from across the room with 
silent sound—no wires, no cords, no bat- 
teries. Just touch a button on the control 
unit you hold in your hand—to change 
channels, turn set on and off, adjust 
volume, mute sound. Not an extra-cost 
accessory —it’s built right in to all Space 
Command Slim Classic portable models. 
And only Zenith has it! 














TET 








Tune this new slim portable TV without getting 
up! New Slim Classic Design combined with Space 
Command® remote control TV tuning. New Target 
Tuner, Spotlite dial, pull-push on-off knob. Has the 
features of a set costing far more. The Madrid, with 
Space Command 300, Model D2015L} in silver-brown 
vinyl, only $249.95* 





Attractive side-mounted carrying handles blend with design! 


Deluxe sound-out-front speaker on every Slim Classic portable TV 


Designed for the best in sound! Sound-out-front speaker directs rich, full tone into the room. 
Located just under the convenient front controls for the perfect union of picture and sound. 


For the first time ever! Here’s a 
new styling concept in slender port- 
able TV cabinets—combined with 


Slim portable value leader! The 
world’s finest performance in slim 
portable TV. remium-rated com- 


the world’s most relaxed way to tune 
TV. Side-mounted carrying handles. 
Sound-out-front speaker. The 
Trinidad, model D2010t in metallic 
grey color cabinet. $239.95*. 


All new—trim, Slim Classic de- 
sign. Sets the style pace in portable 
TV. And only Zenith Portable TV 
has the handcrafted horizontal 
chassis to give your customers world- 
famous Zenith big-set performance. 
Sound-out-front speaker. Top carry- 
ing handle. The Zenith LaSalle, 
Model D1811Ct, in charcoal color, 
$199.95 *. 


The quality goes in 


before the name goes on 





ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOIS, The Royalty of television, stereophonic high fidelity instruments, phono- 


ponents exclusive Zenith handcrafted 
quality. Sound-out-front speaker, 
right-front tuning. Cinelens face 
plate for clearer picture. The Zenith 
Caribbean, Model 1810f, in blue mist 
color, only $189.95 * 


Slim Classic portable TV. Has 
new trim design plus new Zenith 110° 
Sunshine tube for exceptionally 
sharp picture. Sound-out-front 
speaker. Original miracle tube and 
circuit for outstanding fringe area 
reception. The Zenith Jamaica, 
Model 1812}. Lightweight metal cabi- 
net finished in distinctive Tahitian 
tan color. Only $199.95*. 


graphs, radios and hearing aids. 41 years of leadership in radionics exclusively 
Southwest and West Coast. Prices and specifications subject to change without notice 


a” 


t17” overall diagonal picture tube, 155 sq. inches of rectangular viewing area 
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* Manufacturer's suggested retail price. 


Slightly higher in the 
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THIS PLUG 


IN 


OUTLET 





GRIP PRONGS*-give dependable service on all electrical 


equipment. Available on the better compiete cords only. 








GRIP PRONGS® Expand and 
ectuvolly grip sides of slot. 








Plug stays in—good contact 


even in worn outlets. 


Maintains the best possible 


electrical connection. 


Prevents damage to electrical 
contacts in the receptacle. 





Positive electrical contacts — No 
strain. No damage. 


Pee ope ies Wiien 8 Peivey Sealey Sete, Gord Sots on) Poses Sank cian ee 
MWeiding Cable * Electrical Wires * A tive Wire and 











*U.S. Patents: 2,439,767; 2,671,205 
Canadian Pats: 438,585; 506,946 











With Your Help, 
THE MENTALLY ILL 
CAN COME BACK 


Quick 
easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 


Model CT—with flared joint 
for copper tubing 
4 


Give them the chance 
you’d want for yourself: 


Model ST— 
for pipe connections 


a job, a home, a place 


in the community. 
SKINNER-SEAL SADDLE TEE—for mak- 
ing pipe connections. No pipe cutting or 


threading. Only one bolt to tighten. 


soc, SUPPORT 

Quick, easy. Cuts cost. For installing wash- + YOUR 

ers, driers, gas refrigerators, heaters, 8 

MENTAL 

tm == HEALTH 
ASSOCIATION 


etc. Write for circular. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 
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new products 


NESCO continued 


and temperature controls includ- 
ing “keep warm” setting; includes 
spit, skewers, broiling rack, remov- 
able aluminum grill with grease 
well, drip tray and removing han- 
dle; chrome finish. 

“Standard” in bronze finish has 
cooking-heat settings and timer, 
keep-warm; and includes pit, skew- 
ers, broiling rack, removable alumi- 
num grill-drip tray and tray-lift 
handle. 

Price, “Gourmet”, $89.95; “De- 
Luxe” $69.95; “Standard,” 49.95. 
Nesco Industries Inc., St. Louis, 
Mo. 


NuTone ‘Selecta-Matic’’ range hood 


NuTone Hood Line 


A new range hood series called 
“Selecta-Matic” is introduced by 
NuTone which offers innovations in 
styling and performance; same slim 
hood accommodates 3 different hood 
fans: Deluxe, Standard or wall fan; 
all feature quiet, supersuction ac- 
tion to whisk away odors, grease 
and steam; each power unit is pre- 
wired; large filters easy to remove 
and wash; reaches 21-in. from wall 
to hood front; dials on control panel 
regulate 4-speed fan and 2 non- 
glare lights; built-in controls com- 
pensate for voltage variations in 
different areas; power units con- 
cealed within hood; available in 
copper anodized aluminum, satin 
anodized aluminum, stainless steel, 
copper enamel or antique copper 
enamel; widths are 30, 36, 42, or 
48-in. 

Prices, hoods from $19.95 to 
$61.25; power units from $33.95 to 
$51.95. NuTone, Inc, Madison and 
Red Bank Rds., Cincinnati, 27, O. 


Folding Thermo table 


Cornwall 
Thermo Table 


Folding thermo table for hot and 
cold food service features 2-color 
plastic laminate surface divided 


SEPTEMBER, 


into hot and cold serving sections; 
half is topped in walnut grained 
pattern which conceals unbreakable 
electric unit that maintains surface 
temperature at just below boiling; 
table is 27-in. high when in use; 
has total serving area of 24 x 19 in.; 
curved walnut legs open in criss- 
cross fashion with stabilizing cross- 
bar; folds almost flat for compact 
storage; decorative gold strip di- 
vides this from white, unheated 
surface. 

Price, $16.95. Cornwall Cor., 48 
Wareham St., Boston, 18, Mass. 


Electro-Air Electronic air cleaner No. 3 


Electronic Air 
Cleaner 


4 “Room Size” model has been 
added to Electro-Air’s electronic air 
cleaners. The portable, plug-in unit 
has built-in 2-speed motorized fan, 
requires no water or drain connec- 
tion and can be moved from room- 
to-room; handles 225 cfm air at 
90% efficiency, removing cigarette 
smoke, pollen, dust, dirt and other 
air-borne designed for 
homes and apartments, it is also 
suitable for conference rooms, pri- 
vate offices etc. Electro-Air Cleaner 
Co., Inc., Dept RS, Olivia and Sproul 
St., McKees Rocks, Pa. 


particles; 


Se 
Rai 


ot at 


Submers-a-matic frypan No. 711 


Therm-O-Ware 
Frypan 


No. 711, a 12-in. Submers-a-mat- 
ic frypan complete with cover and 
Therm-o-trol probe; signal light in- 
dicates “on” light goes out at se- 
lected temperature; easy to read 
cooking guide on “stay-cool” han- 
dle; immersible for washing; heavy 
gauge aluminum; 12-page recipe 
book included. 

Price, $19.95, Therm-O-Ware 
Electric Corp., 869-879 Rockaway 
Parkway, Brooklyn, 36, N. Y. 
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NEW Products sncvision 


Du Mont DeVille 


DuMont 1960 Line 


DuMont 1960 Collector series con- 
sists of 13 21l-in. TV and 5-24 in. 
sets; 6 stereos and 4 companion 
units. 

Collector series cabinetry in TV 
and stereo hi-fi are custom crafted, 
hardwood, decorator designs in 
Contemporary, Provincial and Tra- 
ditional furniture motifs. TV series 
incorporates advanced DuMont 
“600” chassis with full power trans- 
former; custom hand wiring; Per- 
ma-Tune; transistorized wireless 
remote control in a number of mod- 
els and wired remote control in 
some others; stereo/phono jack; 2- 
chassis unit and advanced sound 
system also available. 

Included in TV series are Colony 
21; Savoy 21 with automatic 3- 
speed record changer; Benton 21; 
Hampton 21; Lauderdale; Mont- 
clair 24; Newport 24; Biarritz 21; 
Oxford 21; Revere 21; Transisto- 
rized wireless remote control avail- 
able as extra equipment on Nor- 
wood 21; Marquette 21; DeVille 21; 
Sussex 21 and Bradford 24. Power 
tuning and wired remote control in- 
cluded in Biscayne 21; Flanders 24; 
and Sherwood 24. 

Stereo hi-fi series features an ad- 
vanced 40-watt dual channel ampli- 
fier with full frequency response of 
20 to 20,000 cps; master loudness 
control; stereo balance control and 
dual bass and treble controls; a 
new stereo AM/FM tuner with afc; 
tuned RF stage and built-in anten- 
nas. 

Stereo also equipped with 4-speed 
stereo record changers with “Magic 
Mind” which intermixes 33 and 45- 
rpm records in any sequence, dia- 
mond stylus and automatic shut-off. 
Models include Balladier portable; 
Classic, traditional console with a 
companion unit; Largo console 
with stereo companion unit; Minuet 
console with companion unit; So- 
nata French Provincial console 
with companion stereo unit; and 
Tanglewood Traditional Deluxe 
Console with self-contained dual 
channel speaker systems. 

Prices, TV from $229.95 for Ma- 
hogany Colony to $530 for Flan- 
ders 24. Stereo hi-fi, from $119.95 
for Balladier to $479.95 for Tangle- 
wood. DuMont-Emerson Corp., Jer- 
sey City, 2, N. J. 


Motorola portable 17P6 


Motorola 1960 TV 


Motorola’s 1960 consists of a 17- 
in. portable; 28 basic 21-in. models 
and two 23-in. sets. 

The 17-in. portable No. 17P6 fea- 
tures a new plated circuitry chassis, 
completely removable for easy serv- 
icing plus a schematic of the entire 
circuit which has been printed and 
transposed on both sides of the plat- 
ed board in 14 colors, providing a 
built-in “road map” for servicemen. 
“Camera look” slim line styling; 
die cast aluminum front, plus vinyl- 
covered aluminum cabinet in black, 
wheat or turf. 

Leader in the 21-in. line is table 
set No. 21T66 with all Motorola ad- 
vances except pre-set tuner; fea- 
tures include Golden M power tran- 
former chassis; Tube Sentry; pre- 
mium rated tubes; frame grid tuner 
tube; 4-waver cascode tuner; 20,000 
volt picture power; out-front sound; 
charcoal or bronze metal cabinet. 

Step-up model 21T67 has added 
Super Golden M chassis with “Cus- 
tomatic” pre-set tuning; grained 
finish cabinet in mahogany or blond. 

No. 21T68 has built-in antenna 
and deluxe trim. Mahogany or 
blond masonite cabinet. 

Automatic table unit, A21T69 has 
2-function remote control which em- 
ploys ultra-sonic waves with no 
batteries or wires to change chan- 
nels and turn set on-and-off; metal 
cabinet in grained mahogany or 
blond. 

Consolette, 21C10 features early 
American styling in cherrywood, 
and uses Super Golden M chassis. 

Automatic consolette A21C11 has 
Golden Satellite IV 4- function re- 
mote control which changes chan- 
nels, turns set on-off, mutes sound, 
adjusts volume; contemporary styl- 
ing; mahogany or blond masonite. 

Console line leader in 21-in. line, 
21K124 has Golden M transformer; 
framed grid tuner tube; illuminated 
channel indicator window; up-front 
controls; push-button on-off switch; 
mahogany, walnut or blond finish. 

Upright console, 21K125, step-up 
model adds Super Golden M chas- 
sis, “Customatic” tuner; 2 speak- 
ers; mahogany or blond contempor- 
ary. 

Swivel base is added in 21K126 
in mahogany, walnut or blond. 

Console 21K-126 has multiple 
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speakers, separate tone control, 
tinted safety glass, plus all other 
features; Early American styling in 
cherrywood. 

Lowboy horizontal 21K129 has 
long low look with magazine shelf 
separated from set by brass fer- 
rules; “Customatic” tuner and su- 
per Golden M chassis are 2 features; 
mahogany or California mahogany. 

Early American cherrywood low- 
boy, 21K130, has galley rail around 
top for early American feeling. 

Five automatic remote control 
consoles include A21K137 in mahog- 
any with Golden M chassis, Golden 
Satellite II, 2-function remote con- 
trol. (A feature in 1960 remote con- 
trol units is a reminder in illumi- 
nated channel indicator which 


Motorola-Drexel “Projection” 21K132 


shows whether remote receiver is 
in operation—that is when remote 
unit turns set off it does not shut 
off remote receiver, and channel in- 
dicator window stays illuminated as 
a reminder to turn remote off as 
well as set). ; 

Step up model in this group, 
A21K138, in mahogany finish, fea- 
tures Super Golden M chassis and 
Golden Satellite IV remote control. 

No. A21K139 with swivel base in 
contemporary styling has brass legs 
and trim; mahogany or walnut; 
Super Golden M chassis; 2 speakers; 
variable tone control. 

Contemporary lowboy, A21K140, 
has simulated drawer pulls as a 
style note in mahogany or blond. 

Early American swivel base mod- 
el A21K141 in cherrywood tops line. 
Models 21K131, 132, 134, 135, 136 
and 109 are in Drexel styling. 

New also are 2 23-in. sets in high 
styled Drexel line. Motorola, Inc., 
4545 W. Augusta Blvd., Chicago, 
51, Ill. 


Mathes “entertainment center’ 


Mathes Center 


Combined into a single “enter- 
tainment center” in a single piece 
of fine hardwood cabinetry—wal- 
nut, cherry or mahogany—with ov- 
erall dimensions of 80-in. high, 108- 


in. wide and 18-in. deep. Space is 
provided for books, magazines, rec- 
ord storage and other equipment 
plus AM-FM radio with single chan- 
nels of 30-watt peak or dual chan- 
nel 50 watt peak, both AM and FM 
broadcasts playing through 6 
speakers; new dual channel stereo 
AM-FM radio with 1 channel tuned 
on AM the other tuned to FM; AM- 
TV stereo on which it is possible to 
tune in on AM radio on 1 channel 
and to use another channel for TV; 
hi-fi reproduction of monaural rec- 
ords with 30-watt, single channel or 
60-watt dual channel; stereo hi-fi 
unit; positions are provided for add- 
ing multi-plexing, tape deck, sound 
movies and sound recorders; unit 
can be equipped with TV or space 
left for addition later; TV unit con- 
tains a 21-in. aluminized picture 
tube, maximum series band wired 
chassis with 19 tubes, 20,000 volt 
picture power, lighted tuning, built- 
in antenna, push-push on-off, stay- 
set loudness control, chromatic no- 
glare optical filter; keyed A.G.C. 
which automatically adjusts for 
strong or weak signals, separate 
range control for distant stations 
and provisions for UHF. Two sets 
of speakers consisting of 12-in. 
woofer, 8-in. midrange speaker and 
a 5-in. tweeter and crossover net- 
work are designed to reproduce en- 
tire audible range; record changer 
plays 78, 45, 33144 and 16% rpm 
records automatically or manually 
with automatic shutoff; record 
changer will intermix 7, 10 and 12- 
in. records of same speed; AM tuner 
designed for hi-fi applications; all 
components are concealed; hi-fi ra- 
dio and record playing mechanism 
concealed in center drawer that 
slides out for tuning and placing 
records. Curtis Mathes & Son, Dal- 
las, Texas. 


Emerson portable TV No. 


Emerson 1960 Line 


Emerson 1960 line includes 20 TV 
models; 7 radios; 3 clock-radios; 6 
transistor radios; 16 stereo models. 

In the TV line 16 are new—and 
feature “Tru Slim” 110-deg. picture 
tube; in 17- and 21-in. sizes in a se- 
lection of portable, table, conso- 
lette and console units. Feature of 
the line is No. 1486 17-in. portable 
with wireless remote control which 
performs all functions from any- 
where in room, turns set on-and-off, 
mutes volume and changes chan- 
nels; about size of cigarette pack. 
All-directional hide-away 4-section 


_ telescoping double dipole antenna 


PAGE 163 





NEW PFOGUCES wv ane sreneo 


EMERSON Continued 


Emerson console No. 1494 


is a feature in No. 1482, 1484, 1486, 
1454; stereo hi-fi speaker selector 
switch and matched multi speaker 
sound system in 1422, 1460, 1456, 
1458, 1488, 1490, 1498, 1492, 1494; 
miracle tone sound system in 1522; 
automatic 4-speed record changer 
wired for stereo, multi speaker hi-fi 
sound system in 1510, a TV phono 
lo-boy combination. Consoles with 
wireless remote control are 1458, 
1490, 1498 and 1494. 





Emerson transistor radio, No. 911 


Top of portable line is No. 911 
Eldorado 9-transistor pocket radio 
which also has 2 crystal diodes, 3- 
gang variabie condenser with tuned 
RF; long playing battery life on 
penlite cells; built-in jack for per- 
sonal listening. 

Clock radios 916, 917 and 918 fea- 
ture advanced superhet; enclosed 
super-loop antenna; automatic self 
starting clock; single unit cabinet 
in 2-tone decorator colors. No. 
917 has robot appliance control; 
No. 918 has sleep-saver key, dial 
light, sleep switch and robot appli- 
ance control. 

Advanced a.c.-d.c. radio circuit 
and enclosed super-loop antenna in 




















* 
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Emerson radio No. 924 
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Nos. 851, 915, 924 and 927. Nos. 920 
and 925 are FM models with fre- 
quency-drift-compensated FM tun- 
er designed for use as matched AM 
and FM stereo radio companions, 
No. 920 with No. 915 and 925 with 
924. 

Stereo units consist of No. 923, 
self-constained portable; No. 922 
self-contained lo-boy consolette; No. 
926 and 921 self-contained stereo 


Emerson stereo AM/FM Phonoradio No. 914 


hi-fi Phonoradios, all with dual 
channel amplifier; Nos. 923 and 922 
have automatic 4-speed changer; 
dual self-contained stereo speaker 
system; Nos 926 have automatic 4- 
speed “auto-brain” changer; 6 
speaker hi-fi sound system; No. 926 
has superhet radio; No. 921, stereo 
AM/FM radio. 

Prices, TV, from $188 to $338; 
9-transistor pocket radio, $54; clock 
radios from $28 to $38; table radios 
from $17.88 to $36.88; stereo from 
$198 to $328. Emerson Radio & 
Phono Corp., Jersey City, 2, N. J. 


Westinghouse Attaché 


Westinghouse 1960 
TV Line 


Westinghouse 1960 TV line con- 
sists of 31 consoles, 6 table and 1 
portable. Consoles presented in 4 
furniture categories: 6 American 
Contemporary (includes 3 Modern 
and 3 Danish); 5 Custom Tradi- 
tional; 2 Imperial Provincials; and 
8 Early American; and has a com- 
plete low- to high-end selection for 
step-up selling. 

American Contemporary includes 
Oak Ridge, Forest Hills, Westfield, 
Asbury, Huntington and Greenbrier 
(latter 3 have remote director; all 


Westinghouse Huntington 


but Oak Ridge have dual speaker 
and stereo jack). 

Custom Traditional includes Es- 
sex, Gainsborough, Durham, Milano 
and Firenza (latter 3 with remote 
director; all models have dual 
speaker and stereo jack). 

Imperial Provincial includes Ca- 
lais and Lafayette, each with re- 
mote director; dual speaker; stereo 
speaker jack. 

Early American includes Con- 
cord, Saratoga and Williamsburg, 
(latter 2 with remote director). 

All consoles have 21-in. 110 deg. 
picture tube; channel view dial; 
built-in antenna; front-mounted 
speakers; memory fine tuning; mas- 
ter control center panel. Finishes 
range from grained mahogany, wal- 
nut or limed oak to genuine maple, 
or cherry. 

Table model Vista has 90 deg. 
picture; simplified control panel at 
top front; comes in mahogany or 
limed oak grain, or metallic char- 
coal finish. 

Belle Aire has 110 deg. picture 
tube, memory fine tuning; channel 
view dial; walnut, mahogany or 
limed oak grain finishes. 

Portable “Attaché” incorporates 
many console features; memory fine 
tuning; 110 deg. picture tube; up 
front sound; twin “fold-away” an- 
tenna; styled after the attaché 
case, this slim portable comes in 
saddle tan, blue, rajah silk or char- 
coal finishes. 

Prices, Portables from $179.95; 
Table models from $199.95 to 
$249.95; Consoles from $239.95 to 
$509.95. Westinghouse’ Electric 
Corp., TV and Radio Div., Metuch- 
en, N. J. 


Capitol hi-fi portable stereo No 932 


Capitol 1960 
Stereo Portables 


Six new models comprise 1960 
line of stereo portables. 
Top model, deluxe No. 932, fea- 


tures 30-watt a.c. transformer- 
powered amplifier; auxiliary 
speaker cabinet redesigned to in- 
clude storage space for 25 12-in. 
albums; covered with Dupont Vita- 
lon plastic in saddle-leather finish; 
automatic, has 2 9-in. heavy-duty 
speakers and 4 3% in. tweeters. 

No. 928 has 20-watt trans- 
former-powered, push-pull ampli- 
fier; each of 2 acoustically designed 
sound chambers houses a 9-in. 
woofer and 4-in. tweeter; a VM 
4-speed stereo record changer with 
turnover stereo cartridge has dia- 
mond and jewelled styli; pigskin- 
finished Dupont vinyl. 

Specially constructed speaker 
enclosures producing sound from 
front and back make No. 926 flexi- 
ble; for monophonic reproduction 
the speakers of 3-piece unit may be 
left in place, for stereo, they may 
be swung open or completely de- 
tached for greater sound separa- 
tion; phono unit may be concealed 
and speakers suspended from wall; 
10-watt push-pull amplifier; each 
enclosure has 6-in. and 4-in. speak- 
er; white-flecked charcoal wash- 
able pyroxlin plastic case. 

No. 925 has_ second-channel 
speaker in lid; electronically bal- 
anced 2-channel amplifier equipped 
with new imported turnover stereo 
cartridge with 2 jewelled styli; de- 
tachable lid has 10-ft. cord for 
separation; automatic intermix 
changer plays all record sizes and 
speeds; washable pyroxlin in red 
and white or turquoise and white. 

Two low-priced manuals No. 923 
and No. 919 complete line: No. 923 
has second speaker in lid; No. 919 
also has second-channel speaker in 
detachable lid. 

Prices, from $199.95 for No. 932 
to $32.95. Capitol Records, Holly- 
wood and Vine, Hollywood 28, Calif. 


Motorola stereo SK-29 


Motorola 1960 
Hi-Fi Stereo 


Nine consoles, 4 portables and 3 
models in Drexel cabinets comprise 
Motorola’s 1960 hi-fi, stereo line. 

All but one of the console line 
are mounted in a single cabinet; 
new line includes designs of con- 
temporary and traditional pieces in 
veneers of mahogany, walnut and 
fruitwoods; all have on-off indica- 
tor; illuminated record changer 
compartment; 45 rpm spindle and 
storage well; AC transformer pow- 
ered chassis; 5 controls: volume, 
separate, treble and bass, balanced 
control and function switch; provi- 
sion for Motorola AM-FM tuner in 
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os Minding The Store ? 


- ..in the magazine publishing business, it’s 


The Audit Bureau of Circulations (ABC) is a cooperative organization that 
sets standards of good businese conduct for its publisher members. Once each 
year ABC auditors carefully scrutinize the entire circulation structure and 
operation of every member magazine. In a very real sense, therefore, they are 
“minding the store” — making sure that no false or misleading claims are made 
regarding the size or composition of a magazine's audience. 


7 a 
a % a 


eGraw-Hill is a charter member of ABC and has 
supported its aims continuously for over 40 years. 
We believe this membership serves you by providing 
full assurance that every subscriber to McGraw-Hill 
magazines displaying the ABC symbol is paying to 
receive his copies. 


You’re the boss when you pay money for any maga- 
zine. Your vote of confidence and your renewals of 
subscriptions are dominant in the thinking of editors 
and publishers. Advertisers are vitally interested, 
too, and their support helps earn the dollars needed 
to do a stronger, more useful editorial job for you. 


Accurate Figures — about you are the heart of 
ABC’s job. ABC does a candid, unbiased, certified 
audit of all subscription figures of member maga- 
zines — and of the subscribers’ jobs, functions, and 
locations. These audits help editors to tailor the con- 
tents of their magazine to your specific job interests. 


You, the subscriber, win when you buy business 
magazines that hold membership in the Audit Bureau 
of Circulations. The ABC symbol signifies that the 
publication to which you subscribe makes every effort 
to provide you with the type of information you need 
to do a better, more effective job. It also indicates that 
the publisher maintains the highest standards of busi- 
ness ethics. 


McGRAW-HILL PUBLICATIONS 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 WEST 42NO STREET, NEW YORK 36, N.Y. 
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Model RP1130 


Sales builders from 


eneral Electric... 


Model RP1150. Deluxe high fidelity stereophonic Model RP1130. Exceptional styling and Model RP1115. On-the-go styling and 
portable. Four 5%-inch speakers. 14 watts. performance. Two 5%-inch speakers—one value-packed performance features. 
Plays with lid closed...and with extension of which is detachable from inside the lid Weighs only 16 pounds. Cabinet lid splits 
speaker enclosure either separated or attached and has a slot to allow for hanging on a into the two stereo speaker systems—each 
to the turntable section. Loudness, continuous wall. Plays with lid closed for improved with a 5%-inch speaker. Volume control 
tone, and infinite balance controls. 45-rpm spin- tone. Volume, tone and infinite balance on each channel, and tone control. Blue 
dle included. Two-tone blue. $129.95* controls. 5 watts. Beige and white. $99.95 * and ivory or tan and ivory. $79.95* 


NEW ALL-IN-ONE STEREOPHONIC PHONOGRAPHS 
WITH DUAL AMPLIFIERS FROM *79* 


EW from General Electric...three all-in-one, dual-am- stereo/monaural cartridge. Rugged wood cabinets covered 
N plifier portable stereophonic phonographs. All the fine with easy-to-clean pyroxylin-coated fabric. Exceptional val- 
styling, precise engineering and quality manufacturing you ues...competitively priced...backed by big factory-paid 
expect from General Electric...with easy-to-demonstrate magazine and coast-to-coast newspaper advertising. Get in 
step-up features. Four-speed automatic changer and ceramic touch with your General Electric distributor today. 


*Manufacturer’s suggested 
retail price. Slightly higher 


West and South. General 
a a A L E LE CT a | C Electric Company, Radio 
Receiver Department, 


Bridgeport 2, Connecticut. 
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CASH IN ON THE 


Norelco 
BIG MOVE 


The world’s largest-selling shaver presents 


the most powerful 
Get ready for the 








5 BIG REASONS 


> Full Page, Full Color Magazine Ads—13 na- 
tional magazines: Reader’s Digest, Life, Saturday 
Evening Post, Time, U.S. News and World Report, 
Seventeen, Esquire, Glamour, Charm, True, Made- 
moiselle, American Legion and Sports Illustrated. 


> Newspapers In 800 Markets —continuing in 
October, November and December. 


> Sunday Supplement Magazines —This Week, 
American Weekly, plus leading independent sup- 
plements before Christmas. 

> National T.V.—covering more than 75 of the 
country’s top markets . . . aiming at an audience of 
36,000,000 homes every week during the peak of 
the Fall-Christmas buying season. 

> New Point-Of-Sale Displays—Counter Units 


— Window Displays —customer brochures, pub- 
licity and complete 50-50 co-operative advertising 
program. 


See Your Norelco Representative For 
More Details Of This Profit-Parade! 





allt 


Nore co is known as PuitiSHave in Canada and throughout the rest of the free world. 
North American Philips Company, Inc., 100 E. 42nd St., New York 17, N.Y. 
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program in its history. 


traffic when we start! 


Day after day, week after week, month after 
month— Beginning in July with a special 
Back-to-School campaign, and continuing 
through December with a Fall-Christmas 
Gift campaign, the complete line of hot- 
selling Norelco Shavers will be promoted in 
every corner of the United States! Stock— 
Display — Promote — Advertise — Sell 
and Cash in on Norelco’s Year-Round 
Advertising and Promotion Program. 
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New Products 


Motorola (cont'd 
record storage compartment. 

Price leader console SK-22 in ma- 
hogany with twin grilles covered by 
fabric; large mahogany center panel 
has decorative metal trim and sym- 
metrical base; beneath lid is Gol- 
den Stereo 400 record changer in 
gold finish; two 8-in. and two 4-in. 
speakers driven by dual-channel 
amplifier has 34-watts output; ex- 
tra large rubber-covered turntable; 
float-mounted, high-compliance 
stereo cartridge. 

SK-24 features 3-channel stereo 
(sound is fed through stereo pre- 
amplifier to separator circuit which 
directs bass frequencies below 300 
cps to an independent bass channel; 
bass from each channel is combined 
into a 3rd channel and fed to a pow- 
erful amplifier and woofer speaker; 
frequencies above 300 cycles remain 
separated in left and right channels 
as in original recording; each chan- 
nel is amplified and fed into inde- 
pendent speaker system consisting 
of mid-range and tweeter speakers) 
in contemporary cabinet blond or 
walnut or mahogany; tapered brass 
and wooden legs; front speaker di- 
vided into 3 parts, 2 outer sections 
slanted forward for better stereo. 

SK-36, SK-37 and SK-38 have 
identical record changers, amplifier 
and speaker system and 3-channel 
stereo. SK-36 in mahogany, tradi- 
tional styling with lattice grille is 
45% in. wide. SK-38 same as 36 in 
limed oak modern. SK-37 fruitwood, 
Early American. A separate lift-up 
lid over turntable. 


Motorola stereo SH-18 


SK-28 3-channel stereo model has 
7 matched speakers: a 15-in. woof- 
er, 2 8-in. dual cones, 2 5-in. tweet- 
ers, and 2 coaxial tweeters mount- 
ed in single cabinet; amplifier of 80 
watts output has provisidn for 
stereo tape as well as tuner input 
jack; a 6th control knob regulates 
record compensation and selection 
of inputs; diamond stylus; bow- 
front cabinet, louvered styling has 
record changer, control panel, rec- 
ord storage compartment. Mahog- 
any, blond or walnut. SK-30, sim- 
ilar to SK-28 with louvered frontis- 
piece over central woofer area; ma- 
hogany, blond or walnut. 

SK-29, in contemporary, 36 in. 
wide sideboard style with doors 
swung open; speaker separation is 
achieved with speaker wings ex- 
tended from one to another to 6-ft. 
expanse; covered with acoustical 
fabric, the speaker doors house a 


& 
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Hundreds of stores have now proved that 


with Borg’s “World of Color” Display, 
you can sell bath scales in volume at 
profit-prices up to $20.00. 

(average sale $10.36) 


You get this sensational sales- 
making display Free by 
ordering Borg’s #2000 
Assortment. 

(18 scales—8 price levels, 
$123.42 East of Denver, 

40% profit) 


This qualifies you as a BORG 
FULL-LINE DEALER, 
receiving regular sales aids 
and including .. . 
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PHONO TION 





. Store Name Listing in 
Xmas 4-color ads 
(Color Page Nov. 29 in THIS WEEK Section 
of 42 Sunday newspapers, plus independent What a 
papers, over 13,000,000 circulation—and a aie oa 
Color Page plus Dealer Names in Woman’s BORG Scale! 
Day, December, to 5,000,000 women) 














Through Ad Identification as a Borg Full-Line 
Dealer, you will profit handsomely not only 
during Fall and Christmas seasons, 

but all next year. 





Your order must be received by October 5 for 


lls ry sae listing in ad. Contact your wholesaler today, or 
write or wire us direct. Borg-Erickson Corp., 
a CHE Gt 1133 N. Kilbourn Ave., Chicago 51, Ill. 
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New Products 


Motorola (cont'd) 


15-in. woofer, 2 6 x 9 in. midrange 
speakers; 2 5-in. tweeters; all cir- 
cuitry to speakers in wings is con- 
ducted through door hinges; ma- 
hogany, blond or walnut. 

SK-31, a multiple cabinet unit 
consists of a main cabinet housing a 
15-in. woofer, 2 auxiliary cabinets, 
each with an 8-in. and 2 5-in. speak- 
ers. Independent speakers can be 
positioned adjacent to main cabinet 
or away from it. Mahogany, blond 
or cherrywood. 

_ Portable line of 4 models starts 
with SF-14, lowest priced unit—a 
manual with dual channel ampli- 
fier, detachable cabinet wings each 
with 5-in. speaker; covered with 
silver fabric. 

SH-16 has 4-speed record chang- 
er; oversized turntable; low reso- 
nance die-cast tone arm; automatic 
intermix for all record sizes; AC 
power supply for dual channel am- 
plifier; 30 to 15,000 cycle frequency 
response; 2 4-in. and 2 6-in. speak- 
ers in 2 detachable cabinet wings; 
may be attached to main cabinet or 
arranged remote; ebony or Congo 
blue finish. 

SH-17, portable stereo also has 
detachable speaker wings that can 
be placed up to 10 ft. from main 
cabinet; special function switch for 
playback of monaural or stereo- 
phonic records; 5 controls: 34-watt 
dual channel amplifier. 

SH-18, 3-channel set with gold 
finished automatic record changer; 
when closed looks like a 2-suiter; 
when opened with wings extended, 
frontal speaker area reaches to 
45-in.; 3-channel, 35-watt amplifier 
feeds its 5 speakers; 5 control 
switches; 6 x 9-in. speaker in main 
cabinet; 5%4-in. and a 4-in. speaker 
in each wing; gold finished record 
changer; gold or spanish brown fab- 
rics. Motorola Inc., 4545 W. August 
Blvd., Chicago, 51, Tl. 


Videola Erie “Verona” 5809 


Fonovox Radio- 
Phono 


The “Verona” is a hi-fi radio- 
phono combination with single-unit 
pushbutton sound system; features 
include Deluxe, 4-speed Loewe-Opta 
changer; dual stereo matched 
speaker system contains 4 concert 
grand speakers, balance control, 
slide rule magic eye tuning, 1-input, 
1-output for stereo tape. Multiplex 
ready; cabinet of seasoned woods, 
furniture polished. Videola-Erie 
Corp., 75 Front St., Brooklyn, N. Y. 
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GET THIS 
WORKING 


FOR YOU! 


CONDITIONER 


MAKES PURE WATER 


FOR STEAM IRONS 


(REFALS: 2 FOR 98c) 


Run tap water through 
this conditioner and 

it comes out PURE — 
lime, hardness, other 
iron-clogging 


impurities removed. 


SELF-SELLING DISPLAY! 


Put this display on your counter 
and watch it MOVE MERCHAN.- 
DISE! Millions of people today 
are using KLEENSTEAM. Every 
day, thousands are looking for 
KLEENSTEAM Refills. The po- 
tential market is still huge, and 
the repeat business it will gener- 
ate is even bigger. Get in NOW 
on this growing field! KLEEN- 
STEAM fits in with appliances, 
housewares, notions, or kitchen- 
ware. Available also on bubble- 
packed rack cards, 


waite TODAY FOR FULL PARTICULARS 


A Product of 
ILLINOIS’ WATER 


gop! REATMENT co. 
} ") = 


E> 840 CEDAR ST 


o ROCKFORD, ILL 
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Thomas Chorale transistorized organ 


Thomas Organs and 
Hi-Fi Line 


Four new home electronic or- 
gans, Prelude, Musicale, Sonata 
and Chorale and a line of stereo 
hi-fi consoles are announced by 
Thomas. 

Top of line, Chorale is a transis- 
torized organ with percussion, 16- 
voices including 16, 8, 4 and 5-1/3 
voices on 2 manuals; and an 18-note 
pedal bass with 16 and 8 ft. voices; 
Variable percussion repeater; self- 
contained console 35-watt peak 
power amplifier; 2 12-in. speakers 
plus headset outlet, variable vi- 
brato, manual balance tabs, varia- 
ble pedal bass volume, control, and 
organ expression pedal. 

Musicale, 2-keyboard model con- 
tains full percussion on upper man- 
ual, a variety of 16 and 8 ft. voices; 
13-note note, 3 voice pedal bass, pre- 
sets, independent vibrato for each 
manual, variable in rate and depth, 
headset outlet; standard organ ex- 
pression pedal; self-contained am- 
plifier and 2-speaker system. 

New low-end single keyboard 
model, Prelude, features single 49- 
note keynote keyboard with 5 con- 
tinuously variable voices, variable 
vibrato, Duo-voice Preset pedal, 13- 
note, 16-foot pitch pedal bass, con- 
tinuously variable pedal bass vol- 
ume and self-contained console am- 
plifier and speaker system. 

Sonata, 2-keyboard organ con- 
tains 10 continuously variable voices 
on 37-note manuals; vibrato for 
each keyboard, 13-note, 16-ft. pitch 
pedal bass. 

Organ-stereophono combination, 


- 


Thomas StereOcenter stereo hi-fi console 


the Chord organ, and the Concerto 

remain a part of the line. 
StereOcenter contains 2 inde- 

pendently tunable AM and FM tun- 


ers, contains a stereo Garrard 4- 
speed changer that plays stereo or 
conventional records; 4 speakers in 
sealed infinite baffle chamber pro- 
vide bass and hi-fi response. Avail- 
able in 3 styles and finishes. 

Prices, Chorale, $1295; Musicale, 
$999; Prelude, $600; Sonata, $769; 
StereOcenter, $595. Thomas Organ 
Co., Sepulveda, Calif. 


Sylvania “Lancer” 


Sylvania 1960 
Radios 


Sylvania’s 1960 radio line in- 
cludes 5 transistor models; two 
AM/FM models; 6 table radios and 
5 clock radios. 

Pocket transistor portables in- 
clude two 5-transistor and a 7-tran- 
sistor version; plus two 7-transistor 
models in carrying cases. Playtim- 
er, No. 3406, is equipped with a 
clock; 7-transistor Sceptor No. 
7P13 has heavy duty, 4-in. circular 
speaker; both have luggage styled 
cases with carrying handles. Pocket 
model, Modernaire 5P10 is a 5- 
transistor model with 3% in. speak- 
er. Dart, 5-transistor model with 
3% in. speaker and 2-tone plastic 
cabinet. Lancer, 7P12, 7-transistor 
deluxe pocket portable has 2-tone 
plastic cabinet. 

AM/FM table models: Recital, 
8F15, has 10 tubes; heavy duty 
4x 6 in. speaker; sandalwood plas- 
tic cabinet. Interlude, 8F16, Deluxe 
AM/FM with 10 tubes; dual in- 
put jacks to serve as remote hi- 
fi speaker/amplifier supplement; 
equipped to use multiplex adapter 
for stereo FM broadcast; dual 
speaker system, 4- and 4 x 6-in. 
oval; grained mahogany, walnut or 
blonde oak. 

Six table models have 5, 6 and 7- 
tubes. Top model Music Master has 
two 5% in. front speakers; 7-tube 
performance; tuned RF stage; il- 
luminated slide rule dial; modernis- 
tic, 2-tone plastic cabinet; oversize 
ferrite loop antenna and phono 
jack; Coral turquoise or Inca Gold 
and white. 

Clock radios include Swing time 
2108E with 4-in. front speaker; 
ebony plastic cabinet; 5-tubes; 
Westclox timer; simplified controls; 
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Waltz Timer, 2109WH, has above 
features plus automatic on/off 
control; delayed alarm; clock-con- 
trolled appliance jack. Tempo Tim- 
er, similar to Waltz Timer in 2-tone 
coral or turquoise and white. Night 
Lighter in unique cabinet design, 
has Panelescent-lighted clock face; 
Telechron Timer with automatic 
on/off controls; clock operated ap- 
pliance outlet; delayed alarm; sap- 
phire or brown and white. Sky 
Lighter, in modern slimline cabinet 
has 5-in. speaker, 7-tube perform- 
ance; illuminated slide-rule dial; 
Westclox timer with simplified 
pushbutton controls and automatic 
on/off, delayed alarm; phono jack; 
coral, turquoise or Inca gold and 
white. 

Prices, Transistors from $34.95 to 
$69.95; AM/FM models $69.95 and 
$99.95 respectively; table radios, 
from $17.95 to $39.95; clock radios 
from $24.95 to $54.95. Sylvania 
Electric Products Inc., sub. General 
Telephone & Electronics Corp., Ba- 
tavia, N. Y. 


Fisher 600 Stereo FM-AM 


Fisher FM-AM Stereo 


Model 600 is the first FM-AM 
stereo receiver introduced by Fish- 
er Radio; contains separate FM and 
AM tuning sections; stereo audio 
control with 19 operating controls 
and switches; 2 power amplifiers 
provide 40-watts in stereo opera- 
tion—all on one integrated, com- 
pact chassis. Requires only addi- 
tion of speakers to function as hi- 
fi system for receiving FM-AM 
stereo broadcasts as well as for 
standard FM and AM; associated 
equipment may be plugged in to 
make it a complete sound center 
using all available program sourc- 
es such as records, tape and FM 
multiplex broadcasts. 

FM and AM tuner sections oper- 
ate independent of each other; RF 
stage in FM tuner employs special 
cascode circuit; a bridge-type, low- 
noise triode mixer, 3 high-gain IF 
stages, a limiter with low time 
constant and a wide-band ratio dec- 
tor with matched germanium di- 
odes. AM section is fed by rotata- 
ble ferrite loop antenna; circuitry 
consists of high-gain RF stage, 
pentagrid mixer and oscillator; an 
IF stage and broad band width. 

Overall frequency response 
range, 20-20,000 cycles; front panel 
contains 13 operating controls and 
switches; operates at 105-120-volts, 
and 170 watts. 

Price, $349.50; simulated leather 
cabinet, TA-6 available for housing 
receiver, $17.95. Fisher Radio 
Corp., 21-21 44th Dr., Long Island 
City, 1, N. Y. 
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MEMO TO MEN 
WITH AN EYE 
Y THE FUTURE: 
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WHERE THERE’S BUSINESS ACTION THERE’S A BUSINESSPAPER 


As anyone knows who’s ever tried to fix a faucet, hang 
a door, or change a tire—you’re much better off with 
the proper tools at hand. 

Every astute businessman knows this. He wouldn’t con- 
sider for a minute attempting to do his job without having 
all his tools at his disposal. And his tools are comprised 
of information. Complete information. Sound informa- 
tion. Timely information. 

He makes it his business to absorb all that information— 
from the pages of the businesspaper that he subscribes to 
in his particular field. He reads it for profit, not for 
pleasure. He reads it carefully, searchingly...looking for 


One of a series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 
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facts, for new ideas and methods, for new products he 
can put to work. And—because he finds so much that’s 
useful in the advertising pages—he reads them with the 
same concentration he devotes to the editorial pages. 


Take a tip from the key men at every level in every trade 
and industry. Subscribe to your businesspaper. Read every 
issue. Carefully. Thoroughly. Searchingly. 


Electrical 


Merchandising 





NEW GENERAL ELECTRIC CLOCK-RADIO 


With 


® 
and Snooz-Alarm 
Push-button clock controls for on-off tim- 
ing mechanism and muted slumber switch. 
Snooz-Alarm touch bar. Appliance outlet. 


Dial beam vernier tuning. Fully-molded 
cabinet in choice of three colors. 


Model C450 


ALL-TRANSISTOR 
OCK & TABLE RADIOS 


ALL-TRANSISTOR CLOCK-RADIO. Six 
transistors plus diode. Only 
39 ounces with batteries. 
Muted slumber switch. Wakes 
you to music or tone alarm. 
Uses flashlight and pen-light 
batteries. Earphone and 
leather case available. $59.95* 


7-TRANSISTOR TABLE RADIO. Pow- 
erful, long-range reception. 
Plays 400 hours on three flash- 
light batteries. Fully-molded 
cabinet — unbreakable in nor- 
mal use. 5%-inch speaker. 
Push-button dial light. Vernier 
tuning. Choice of colors. $49.95* 








Model 1145 








Model CT455 


Model T155 Model C430 


Model T150 Model P780 Model 7140 


MUSAPHONIC® RADIO tubes plus CLOCK-RADIO with mutedslumber AM-FM MUSAPHONIC® RADIO in 8-TRANSISTOR PORTABLE. Crystal- DUAL SPEAKER TABLE RADIO. Dual 
rectifier. 6'4-inch Dynapower switch...wakes you to music and mahogany or walnut veneers. 8 clear, long-range reception even 4-inch Dynapower speakers. Au- 
speaker. Tone cont vernier or buzzer-alarm. Dial beam, ver- tubes plus rectifier. External on trains, cars and boats. 54- tomatic bass boost. Push-pull on- 
tuning. Tuned RF stage. Dial nier tuning. Fully-molded cabi- speaker and phono jacks. Two’ inch speaker. Dial light, tuned off loudness control. Choice of 
light. Choice of color $39.95* net. Choice of colors. $34.95*  6%4-inch speakers. AFC. $99.95* RF stage, tone control. $75.00* colors at no extra cost. $24.95* 


New from Gerieral Electric...cordless Clock and Table *Manufacturer’s suggested retail price. Slightly higher 
Radios —super-powerful, eight-transistor portable - West and South. Batteries and accessories extra. 90-day 
deluxe AM-F'M Musaphonic—push-button clock-radio... written warranty on both parts and labor. General 

t ’ . Electric Co., Radio Receiver Dept., Bridgeport 2, Conn. 
eight new models with extra features in choice of colors 


at no extra cost! General Electric radios are backed by B ke Our Most Im ap Pech 


a whopping national and local factory-paid advertising 


GIANT CONTEST! 
89 BIG PRIZES! 
College Scholarships— 
Evropean Vacation. 


Nationwide factory-paid newspaper 
campaign. Great traffic builder—cus- 
tomers MUST visit your store to enter. 


campaign. See them on the G-E College Bowl—coast-to- 
coast on CBS-TV, starting Sunday, October 4th. Get in 
touch with your General Electric radio distributor today! 


a ces cc cs cs es ee ee ee ee 
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MERCHANDISING 


SUPPLEMENT 
PRODUCTS - SERVICES 


FOR MORE SALES — MORE PROFITS 





RATES: 


$28.28 per inch. Contract rates on request. 
An advertising inch is measured %” verti- 
cally on one column. There are 4 columns 
—48 inches to a page. 


New Advertisements received by Septem- 
ber 13th will appear in the October issue. 











and 


is atinal 


60 Years of 
Dependable 
Service! 


LIFSCHULTZ 
FAST FREIGHT 


FASTEST TO BOTH COASTS! 











Permanently splices broken 
wires and coils in electric 
appliances, automotive and 

© industrial equipment. Make 
repairs ands plices quickly, 
cheaply. 5 sizes. 


Just insert wirh 
ends and crimp WRITE FOR CATALOG 


tight with ordinary & FREE SAMPLE 
pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Glorie Terrace Lafayette, California 








EMPLOYMENT 
OPPORTUNITIES 


UNDISPLAYED RATE 
$3.00 per line, minimum 3 lines. Posi- 
tion Wanted ads in this style, % the 
above rate. To figure advance payment 
count 5 average words to a line. 
DISPLAYED RATE 


The advertising rate is $25.00 per inch 
for all advertising appearing on other 
than contract basis. Contract rates 
quoted on request. 

New advertisements received by Sep- 
tember 13th will appear in the October 
issue. 











SELLING OPPORTUNITY OFFERED 


Representative to cover electrical trade 
for manufacturer of medicine cabinets. 


New Products 





| Motorola C-3 clock radio 


Motorola 1960 
Radios 


Ten radios and clock radios are 
announced for 1960. A-1, a.c.-d.c. 
radio in polystyrene has 4 tubes 


blue or antique white. 

A-2, with Tube Sentry, has easy- 
to-read gold dial, 5-in. speaker; 
olive green, mocha, pink or antique 
white. 

A-4 has gold speaker grille; 5- 
tubes plus rectifier; 4 x 6 in. speak- 
| er; tuned RF stage; IF transform- 
| ers; vernier tuning; larger than 








plus rectifier; comes in brown, red, | 


normal output transformer; styled | 


with “sculptured look”; relief vent 
at cabinet top and vinyl-covered 
metal back reinforce sound similar 
to folded horn; antqiue white and 
lode green. 

10T28, carried over, has 8 tubes 
| plus rectifier; hand-wired chassis; 

mahogany or Swedish oak. 

Leader in clock-radio line is C-1 
| in antique white polystyrene; has 
| 4-tubes plus rectifier; features regu- 
| lar alarm and separate “wake up to 

music” switch. 

C-2 has “wake-up-to-music” 

switch; automatic sleep switch; 


regular alarm; automatic controls; | 
| also has special drift compensation | 
circuitry; blue mist, ebony, pink or 


antique white. 


C-3 features Lazalarm switch— | 


buzzer stops when switch is pressed, 
automatically sounds again in 7- 
min, and repeats up to 5-times 
after first alarm. Antique white, 
olive green, maple sugar. 

C-4, in addition to full automatic 
features, includes appliance outlet 
and Tube Sentry; easy-to-read 
matching clock and dial, illumi- 
nated dial face; brilliance control. 
2-tone blue, brown or pink. 

C-5 has all automatic switches in 
a line of pushbuttons located on ra- 
dio top; contains all features of oth- 


er clock radios including Lazalarm | 
and appliance outlet; green, maple | 


sugar or antique white. 

Price, table radios from $14.95 to 
$99.95; clock-radios from $21.95 to 
$39.95. Motorola Inc., 4545 W. Au- 
gusta Blvd., Chicago, 54, IIL. 


Snapit No. 45 TV tube guard adds 


years of “tube life” to any TV, ra- 


dio, hi-fi, by eliminating initial high | 
impact electric surge which flows | 


into tubes. Price, $1. Cable Electric 


Products Inc., 234 Daboll St., Pro- 
vidence, 7, R. I. 


Various territories open. Reply Mirro- | 


Chrome, 12 Fifth St., Valley Stream, N. Y 


Wanted: Sales Representatives to call on 
jobbers, discount house, dealers, etc., to 
Sell imported transistor radios. All terri- 
tory open except Calif., Arizona, Mich., 
Wiscon., Reply—Associated Importers, 
1168 Battery Street, San Francisco, Calif. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1959 


sa + 


AUTOMATIC-ELECTRIC 
CAN OPENER and KNIFE SHARPENER 
starts at the touch of a finger, and turns itself off 
automatically when lid is cut out. Opens all standard 
cans... leaves a safe, smooth edge. Powerful, ceramic 
magnet picks up the cut-out lid. Full-size electric knife 
sharpener included. And it’s portable. Handsome cabinet 


in choice of colors, with chrome and gold trim. $27.95 
SWING-A-WAY MANUFACTURING COMPANY « ST. LOUIS 16, MISSOURI 








IF You Change 
Your Address 


Be sure to notify us at once, so future copies of 
ELECTRICAL MERCHANDISING will be delivered 
promptly. 

Also make certain you have advised your local 
Post Master of your new address so other important 
mail doesn’t go astray. 

Both the Post Office and we will thank you for your 
thoughtfulness. Mail the information below to: Sub- 
scription Dept., ELECTRICAL MERCHANDISING, 
330 W. 42nd St., New York 36, N. Y. 




















Zone State 


ELECTRICAL MERCHANDISING 


330 West 42nd Street New York 36, N. Y. 
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How McGraw-Hill 
Circulation Policies Benefit 
Advertisers 


This advertisement appeared recently in the business press of 
the publishing field signed by Nelson L. Bond, president of 
McGraw-Hill’s publications division. Since Electrical 
Merchandising is part of the McGraw-Hill family, this message 
accurately describes our circulation policies. Therefore, we 
thought both our readers and advertisers would be interested 

in reading this brief statement of Electrical Merchandising’s 
basic circulation philosophy. 


Caswell Seare 


PUBLISHER, ELECTRICAL MERCHANDISING 


1, 


Why does McGraw-Hill believe so strongly 
in paid circulation? 


Fundamentally, because payment for a product represents 
the normal and natural way of doing business. Agencies sell 
their services, advertisers sell their products. The general 
magazines and newspapers of this country are sold, to sub- 
scribers or on newsstands. We’re no different from these 
agencies, advertisers and other media. We simply share their 
belief in the cardinal rule, “If something has value it can 
be sold.”’ 


2. 


Does paid circulation 
guarantee readership? 

No. Payment for a subscription, however, certainly indicates 
an intent to read. The subscriber expresses this intent in the 
simplest and most universally recognized form—money. Hav- 
ing expressed it, he retains full freedom of choice. If he doesn’t 
read the publication, he won’t continue to pay for it. 

Further evidence of readership of a publication by its paid 
subscribers is contained in a recent Laboratory of Advertising 
Performance study. (Laboratory of Advertising Performance 
Sheet 1195 will be sent on request.) 


3. 
Can paid circulation really provide 
“100% market coverage”? 
No, especially if you interpret coverage as readership, not just 
receivership. We recognize that there are in every market a 


certain number of people who do not and will not read any 
publication; you can lead them to water but you can’t make 
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them drink. Nobody is going to get their attention as readers. 

There is another group of people who can be reached only 
by McGraw-Hill’s type of vigorous, persistent circulation 
selling activity. By direct mail, our own field salesmen, and by 
issue cards, we uncover many of the “hidden buying influ- 
ences” who are important to market coverage, but who are 
not listed in directories or registration rosters. 

McGraw-Hill publications provide representative, selective 
circulation in the markets they serve. Both the quantity and 
the quality of the subscribers are identified by actual audit of 
paid transactions. This provides the advertiser with docu- 
mented answers to two basic questions about the audience he 
is buying: ““Who are these people?” “‘How many of them?” 


4. 


Does paid circulation guarantee 
“editorial quality”? 


In our view, “editorial quality’”’ is measured directly by the 
publication’s usefulness to the reader. If the editorial content 
does not match his job interests, serve his needs, help solve 
his problems and compel his continuing attention, it is not 
of real use. 

If it isn’t useful, he will neither buy the publication nor 
read it. 

Paid circulation means that we have accepted the challenge 
of placing our editorial services on the block. We have giver 
every reader the option of deciding on the value of this edi- 
torial service to him. He casts his ballot, for or against, when 
he first subscribes and every time he comes up for renewal. 

Editorial quality, or usefulness to the reader, thus is judged, 
not on a theoretical basis, but on the hard fact of a “‘sale” or 
“‘no-sale’”’ decision by the publication’s audience. 
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5. 
Doesn't it cost more to sell 
subscriptions than to give them away? 


It is possible that, on some publications, selling costs may 
temporarily exceed subscription income. Usually this is be- 
cause of circulation growth factors involved in the sale of new 
subscriptions. However, the economics of paid circulation are 
not based on selling new subscriptions only, but on the lower 
cost of renewals as well. 

For example, over the last ten years, McGraw-Hill publica- 
tions have collected more than $42,700,000 in subscription 
fees. The total of all expenses involved in the procurement 
(sales and collection) of these subscriptions amounted to just 
over $34,700,000. This gave us a subscription sales margin of 
about $8,000,000, plus the valuable privilege of mailing under 
second class postage rates. The subscriber, therefore, has 
shared in the costs of our publishing operation. 


6. 


Doesn't paid circulation mean that 
you have to accept all subscriptions, 
regardless of quality? 


Not at all. Subscriptions are solicited and accepted only from 
people who meet the circulation specifications set by each 
publication. These standards are clearly defined, and can be 
examined by any interested advertiser or agency. These 
standards result in audiences of men who benefit from the 
publication’s editorial contents and whose buying power 
benefits the advertiser. 

We make clear in the masthead of each publication that we 
do not offer the publications to everyone who wants to sub- 
scribe. On the average, we decline about 20,000 subscriptions 
a year from people who, based on our specifications, would 
not benefit from receiving the publications. (Current listings 
of subscriptions recently declined are available on request.) 


In addition, the nature of our publications’ editorial con- 
tents, and the subscription payments screen out people who 
do not meet circulation specifications. 


7. 


Is it true that some people don’t pay 
for their own subscriptions? 
In some cases, yes. A study of our subscribers shows that 
17.3% of subscriptions are ordered and paid for by the com- 
pany. Another 32.7% are paid for by the company, but re- 
quested by the individual. The remaining 50.0% are paid for 


. by the individual subscriber himself. So, 82.7%* of the sub- 


scriptions are delivered on the request and initiative of the 
individual. As to the remaining 17.3%, the company that buys 
for its key employes undoubtedly makes sure of the usefulness 
of the publication—particularly since it has to be renewed 
periodically by the payment of company funds. 


What does paid circulation mean 
to the advertiser? 


Many things. But most directly and most importantly it 
means more evidence, and better evidence, as to publication 
values. Namely: 
e Evidence of active interest in the publication, as repre- 
sented by payment for a subscription. 
Evidence, in the same tangible form, of an intent to read 
the pubiication. 
Evidence of editorial quality, as represented by the interest 
and intent referred to above. 
Evidence of the reader’s true evaluation of the usefulness 
of the publication, as represented by payment for renewal 
subscriptions. 
Evidence of active circulation, as represented by subscriber 
action in correcting and keeping up-to-date circulation lists. 


*Figures from Laboratory of Advertising Performance, Sheet 1114, will be sent on 
request. 


This, of course, is not the complete story. Intangible benefits accrue from cir- 
culation policies based on the sound initial premise that the subscriber must be 
served first. Although an integral part, paid circulation is certainly not the only 
ingredient of our publishing philosophy. We hope that this statement has been 
of value in clarifying our position on this vital part. If you have further ques- 
tions, won’t you please contact your local Electrical Merchandising represen- 


tative? Or write directly to us. 


> 
° 


«,. McGraw-Hill 
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McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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Once again, American Univer- 
sity’s broad campus forms the 
setting for NARDA’s Institute 


of Management at which 


The Dealer 
Goes Back 
To School 


By BILL McGUIRE 


He learns again that survival is his 
own fight, that industry won’t 
“clean up,” that his only Messiah 
is personal drive for professional 
management 


Orr hundred and twenty-two retailers 
—men directly responsible for the move- 
ment at retail of some $50,000,000 in 
white goods and television—stroll to 
classes along the quiet walks of a uni- 
versity campus . 

In a cavernous lecture hall, a $4,000,000 
appliance pro preaches the gospel of 
fundamentals .. . a $100,000 little guy 
wades into the president of a $70,000,000 
corporation for his reluctance to condemn 
builder sales . . . a Sears executive smooth- 
ly translates “nail and switch” to “trading 
up” 


From the speaker’s platform, the con- 


trasts ... the subtle, kindly university 
staff professors . . . one a bouncing sep- 
tuagenarian with a mind that crackles like 
a new twenty-dollar bill ... another 
calm, deliberative, supremely logical as he 
quietly mines the gold of progressive mer- 
chandising techniques and lays it at the 
dealers’ feet .. . the industry speakers, 
and the sudden, electric change in the at- 
mosphere as they conclude their restrained 
prepared speeches and take on a hall full 
of doubting, questioning, reasoning ap- 
pliance men in open forum .. 

In the afternoon seminars, the discus- 
sion leaders . . . a bayonet-sharp ex-colo- 
nel . . . adeceptively mild mannered busi- 
ness man... the professors again... 
guiding, stimulating, needling mixed 
groups of dealers, factory men, distribu- 
tors through the endless intricacies of 
“ease system” situations 

At night in dormitory rooms, talk... 
talk . . . more talk. 


When the fifth annual week-long Insti- 
tute of Management held by NARDA at 
The American University in Washington 
came to a close on August 15, these pat- 
terns had surfaced: 

The appliance-tv industry faces an un- 
precedented decade of tremendously in- 
creased market potential (as the babies of 
World War II’s population explosion come 
to maturity and marriage); but the up- 
surge is to be tempered by broadened and 
intensified competition, much of it from 
the yet new direction of the non-food de- 
partments of mammoth food chains. 

“The little old lady in the shawl” may 
set a sweeping trend in appliance retail- 
ing. Because of her, dealers who now pay 
their salesman a percentage of the gross 
profit per sale may swing away from the 
negotiated sale and adopt the policies of 
the one price house. The little old lady is 
the customer who does not haggle, who 
naively accepts the starting price. In the 
key bull session of the week, dealers asked: 
was it good business to take her money? 
or better to go the one price way and di- 
rect the salesman’s incentive to the bigger 
ticket item rather than point it to the big- 
ger spiff bracket within the price spread 
of a given item? 

Instead of waning, builder sales should 
gather great strength in the years imme- 
diately ahead, when family formations 
will push new housing to record levels— 
and no manufacturer, as top-echelon ex- 
ecutives of several clearly indicated dur- 
ing the Institute, is at all interested in 
leading an exodus from builder sales. As 
one neatly put it, “We need the business.” 

Service remains the independent’s single 
biggest stick against streamlined compe- 
tition, and the prediction by an executive 
of a central-servicing manufacturer that 
his company will probably not be able to 
service more than a third of the units it 
builds indicates a strengthening of the 
servicing dealer’s position in the coming 
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years of high production. 

The high “handcuff” rents, the long- 
term leases, and the at least debatable 
value of the amount and quality of traffic 
they pull to appliance stores have made 
dealers decidedly wary of taking the sub- 
urban plunge under this format. 

Personnel and the accumulation of capi- 
tal to assure proper rate of expansion are 
proving two of the appliance dealer’s 
most significant areas of competition, in- 
dustry speaker Robert E. Brooker, presi- 
dent of Whirlpool Corp., pointed out. 

Victory in the competition for out- 
standing personnel hinges not only on the 
dealer’s attention to direct compensation, 
but on his fringe-benefit program, his 
ability to give his employees a feeling of 
security, and his awareness of their de- 
sire to grow with the business, Brooker 
said. Commenting on the inadequacy of 
the well-known 1.1 percent average net, he 
said the conservative dealer must plan to 
grow at an eight-percent clip for the next 
five years, through tighter management. 

“The Doctrine of Dealer Dominion,” as 
defined by Norge’s Jud Sayre, is keyed by 
a post-recession return by the independent 
dealer toward his former solid status as a 
creative merchandiser. Retailers, he said, 
are placing renewed stress on service and 
step-up selling, while deemphasizing price 
for its own sake. Sayre saw this trend as 
continuing to gain in strength against the 
supermarket approach to retailing. 

While tracing his firm’s uncertain prog- 
ress through the big swing toward full- 
line manufacturing and franchising, and 
its later re-emergence as a solid specializ- 
ing producer, Charles Gibson, Jr., presi- 
dent of Gibson Refrigerator Company, 
told the NARDA Institute that the short- 
line maverick manufacturers are perform- 
ing better today than ever. He credited the 
American desire for freedom of choice at 
both the consuming and retailing levels for 
the resurgence of specialists. 
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editorial 


LAURENCE WRAY Editor 


Newspapers ... Your Christmas Allies 


MAKE YOUR HOME 
HAPPIER WITH A 
NEW APPLIANCE 


I. Christmas—which is just over three 
months away—is not a merry one for the 
average appliance dealer, it will be his own 
fault. Some of the biggest national promo- 
tions to boost the sale of major appliances, 
radio, television and electric housewares 
are due to break in the month or two just 
preceding the Christmas selling season. 

We have already told you about the Edi- 
son Electric Institute’s “National Electri- 
eal Living Program” which embraces all 
phases of appliance promotion through 
the electric utilities. We have told you 
about the “Give Better Electrically” cam- 
paign on electric housewares which will 
break in the November 21st issue of the 
Saturday Evening Post—a cooperative ad- 
vertising venture of some of the leading 
electric housewares manufacturers in the 
business. We have told you about the spec- 
tacular “Medallion Home” ad which will 
appear in the September 14th issue of Life 
magazine—another cooperative venture by 
some of the leading major appliance man- 
ufacturers in the country—an ad that 
will run over 30 pages of full editorial and 
advertising matter and will cost over $1 
million. We have told you about United 
States Steel’s “Operation Snowflake” 
which will embrace both major and small 
appliances to promote them as gifts for 
the Christmas season. 

But we would like to take special notice 
here of another giant promotion which 
will be the first of its kind in our business 
—a concerted effort on the part of 800 to 
1,000 newspapers in this country to pro- 
mote appliances this fall from November 
9th through the 21st. Launched under the 
auspices of the Bureau of Advertising of 
the American Newspapers Publishers As- 
sociation, together with the cooperation 
of appliance industry associations, this 
particular campaign will bring together 
the combined resources of most of the 
country’s major newspapers to plug appli- 
ances as an ideal gift. The theme of the 
entire campaign will be “Make Your Home 
Happier with a New Appliance”. 

There are three important objectives be- 
hind this drive:.(1) to educate consumers 
on how modern) appliances can make liv- 
ing easier and more enjoyable and leave 
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them more time for leisure; (2) to high- 
light the many achievements of the indus- 
try in providing more efficient, easy-to-use 
and easy-to-care-for products; (3) and 
most important, to help manufacturers, 
distributors and dealers sell more goods 
by promoting them as Christmas gifts. 
The Bureau of Advertising, of course, is 
hoping to demonstrate to the appliance 
industry the influence and sales power of 
daily newspapers. They call it the “total 
selling” medium. 


Tue symbol you see reproduced on this 
page will be the focal point of the promo- 
tion, tying together manufacturer ads, 
utility ads, dealer ads and storewide pro- 
motions. The Bureau of Advertising is 
helping all their member newspapers to 
get the program rolling by issuing a kit of 
prepared material to make it possible for 
both daily newspapers and Sunday sup- 
plements to tell their readers the appliance 
story. They will wrap up a whole basket of 
wax including announcement ads, promo- 
tion ideas, dealer ads, display ideas and 
even easel presentations for the newspa- 
pers’ own salesmen. 

In the two crucial selling weeks before 
Christmas, therefore, the appliance indus- 
try is going to make an all-out effort to 
sell their customers on thinking in terms 
of appliances and buying them as family 
gifts. Newspapers have always been the 
favorite advertising medium of the dis- 
tributing trades of this business—despite 
the inroads of television and magazines 
at the national level. And when nearly 
1,000 newspapers embark on a coordi- 
nated promotion to sell appliances to the 
American public, it should be obvious that 
dealers will be the final beneficiaries. 

We would like to make this suggestion, 
however: If your manufacturers and/or 
your distributors through co-op advertis- 
ing are going to make this concerted ef- 
fort, dealers should be sure to schedule 
their own ad campaigns to tie in with 
them. Remember the dates—November 
9th through the 21st. If you do, you can 
make it a pretty Merry Christmas for 
yourselves. 
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How many of the first million did you get? That’s a question which deserves asking . . . 
and answering. You see, Hamilton clothes dryers are now passing the magic million mark. 
This means they’ve produced more dealer sales, more dealer profit, than any other dryer- 
brand. This product started the clothes dryer industry, flourished in it, and now backs 
every sale with a million happy users. Quite a record. Quite a product. And if this seems 


like just another “‘so what?” statistic to you, give it a bit more thought. Wouldn’t it make 


sense for you to handle, to concentrate on, the clothes dryer. That’s the new Golden Year 
Hamilton, now starting its second million. And how many of these will you get? 


THIS IS THE GOLDEN YEAR FOR HAMILTON DEALERS 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WIS 





IT HAPPENED 


now showing. = 


THE EXCITING STORY OF KELVINATOR’S 
DEEP TURBULENT WASHING ACTION! 


Don’t miss this dramatic presentation of the new 1960 Kelvinator Automatic Washer 
built to American Motors’ successful standards of basic usefulness and built-in quality. 
It takes only 25 minutes to get the whole story in Kelvinator’s full-color movie, “It 
Happened Last Night.” 
With vivid clarity, it compares Kelvinator’s exclusive DEEP TURBULENT Washing 
Action to other types. It shows how it washes... 

so thoroughly it gets grimiest clothes sparkling clean! 

so gently it won't even tear a paper napkin! 
If you haven’t seen it yet, call your Kelvinator representative now for an appointment. 
Don’t delay—millions and millions of American housewives will soon be seeing, 
hearing and reading about this new 1960 Kelvinator Automatic Washer. 
Every 1960 Kelvinator Automatic Washer offers—at competitive prices—all of these deluxe features: DEEP 
TURBULENT Washing Action, Automatic Pre-Scrubbing Action, DEEP TURBULENT Rinsing, No 
Gears to Wear Out, and Lint Filter. No other washer at any price has all of them. 


KelunatorAppliance 


Kelvinator Division, American Motors Corp. Detroit 32, Michigan 
Refrigerators Ranges ° Automatic Washers ° Clothes Dryers Home Freezers ° Room Air Conditioners 
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